How to keep your distributors working in a semi-war 
How to seek U. S. clearance or restricted industrial ads 
New distribution plan boosts Polyken s 

Medicine show tactics and plair 


as 
billings of 551 idvertis ng ger s | sted 


Industrial 


900 business papers to compete fo editorial honors 
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Clojlemusels 


Why COAL AGE is the top 


coal mining publication 
and first choice of advertisers 


EDITORIAL 

Alert, modern editorial content. You PAID CIRCULATION 

can't measure editorial content with a More paid circulation to the coal mining 
yardstick but in 1950, COAL AGE had industry than any other publication (14,- 
339 more pages than the next paper — 087, A.B.C. December, 1950). 


69% more. 








DISPLAY ADVERTISING 
60% more display advertising — 662 pages CLASSIFIED ADVERTISING 


more than the next publication. 317% more classified advertising 
273 advertisers, 63% more 57 pages more than the next paper. 
132 exclusive advertisers. 


ADVERTISER SERVICES 





Coal Mining Directory —the only authoritative annual directory of the coal mining industry. 

Monthly News Bulletin Service—contains data on new developments and changes in the industry. 
Directory of Manufacturers’ Agents, Distributors and Supply Houses Serving Coal Mines. 

Coal Age News—a monthly publication on news and developments in coal mining, free on request, written 


especially for makers and sellers of coal mine equipment and supplies. 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 18, N.Y. 


Member: Audit Bureau of Circulations * Associated Business Publications 





the T.R-10 Minute Survey 


IT’S EASY FOR YOU TO CHECK UP AND 
FIND OUT FOR YOURSELF WHO USES 
T.R. FOR “WHERE-TO-BUY” INFORMATION 


Call five or six companies...any companies...where you do business. 


Ask the purchasing department—‘‘What media is used for ‘Source- 


of-Supply’ information?” 


4 out of 5 Companies 


wit answer... /homas Register! 


Here is an unbiased test. Conducted in a few 
minutes from your own telephone. Already 
8,500 advertisers know that T. R. produces 


more sales at lower unit cost. 


E500 TR SMtwertions Cant Ce Whe 
== 


| oe 
srt HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
“s 60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. S., 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


SA THOMAS REGISTER 


461 EIGHTH AVENUE © NEW YORK 1, N. Y. 
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All of These Products 


Will 
Command 
Ly 
Priority 
in the 
Days Ahead 


The Field 
of HP&AC 


Takes on 


Added 
Importance 
as America 
Rearms 

for Defense 


| AIR CONDITIONING UNITS 


— complete plants; cooling units; 
heating units 


AIR DIFFUSERS 


— grilles; registers; louvres; 
shutters; dampers 


AIR FILTERS 


— automatic, electrica!, permanent 
and throw-away types; dust col 


lectors; water and oil filters 


AIR WASHERS 
~—air cleaning and purifying as 
semblies; humidifiers; dehumid: 
fers; spray nozzles 


—for heating; cast iron, steel, 
fire-tube, water-tube and sectional 
types; direct-fired units 


CHEMICALS 

— refrigerants; water treatment; 
cleaning and sealing compounds; 
standard and special paints 


COILS 


— for heating, cooling and refrig- 
eration; cooling towers 


COMPRESSORS 


— air and refrigerating 


CONTROLS 
-~thermostats; humidistats 
recorder-controllers; switches; 
starters; relays 


DRIVES 

— flat belt, V-belt, chain, fluid and 
variable speed types; bearings; 
couplings; pulleys; sheaves 


FANS AND BLOWERS 
—for supply and exhaust; centrif 
ugal, propeller and axial flow; 
wheels; housings; blades 


American arms production depends upon industrial plants 


adequately heated, in many cases properly air « 


upon piping systems to transport process st 


gas, refrigerants, process liquids and semi-soli 


i 


Heating, piping and air conditioning syster 


trial plant construction, and maintenance 


and expansions to present facilities constitute 


and 


1s 


alterations 
BIG BUSINESS 


for every product this highly essential held can use 


Interested? then you need the sales support which 


advertising in HP&AC can bring. If you have any questions 


regarding the place of HP&AC in the 


your inquiry is invited 


KEENEY PUBLISHING, ..6 5% 


emergency, 


AIR CONDIT 


INSTRUMENTS 

— draft, pressure and liquid level 
gages; flow meters; hygrometers; 
psychrometers; recorders 


INSULATION 

— for boilers, buildings, ducts and 
pipes; for sound deadening ; under 
ground conduit 


MOTORS 

— for .- eae fan, pump, unit 
heater, oil or gas burner and 
stoker drives 


OlL OR GAS BURNERS 


—for heating in connection with 
boilers and furnaces 


PIPE AND TUBING 


— cast iron, steel, copper, brass, 
plastic and rubber; fittings 


PUMPS 


—for boiler feed, condensation, 
circulating and water supply 


SHEETS 


—for ducts, casings, housings; 
angles; bers; beams; channels 


SPECIALTIES 


—traps; strainers; separators; 
regulators; gaskets; packing 


STOKERS 


— for heating boilers and furnaces 


UNIT HEATERS 


— steam, hot water, electric and 
direct fired; floor mounted, sus 
pended and wall cabinet types 


VALVES 


~—for controlling flow of steam, 
hot water, cold water and 
refrigerants 


MICHIGAN, CHICAGO 


HEADQUARTERS 





Industrial Marketing 


For contents ot previous issues of Industrial Marketing, consult the Industrial Arts Index in the library 


G. D. Crain Jr., Publisher Annual Market Data and Directory N 


mber 
DITORIAL STAFF Murray E. Crain, Editor 
Bob Aitchison, Editor Gp BUSINESS STAFF 
Merle Kingman, Managing Editor 
Charles Downes, Eastern Editc C. B. Groomes, Business Manager 
Margaret C. Lucas, Assoc: Editor Jack C. Gatford, Advertising Director 
Hal Burnett, Contributi: r Gorden D. Lewis, Mgr. Saies and Service 
Keith J. Evans, Cor ating Editor Curran deBruler. t M 
Stanley E. Cohen, Washington Editor George F. Schmidt, Adv. | h 
Tom Reki, Art [ tor Myron A. Hartenfeld 


re 


CONTENTS Departments 


New distribution plan skyrockets Polyken saies . . 

Medicine show tactics and plain talk sell Fiberglas 

21 experts to pick leading business papers in IM contest 

len ways to keep distributors working in a semi-war . . 

Top management forum . . 

Break the rules and pull readers . . 

How to clear security restrictions for industrial ads. . 

How 551 advertising agencies placed space in business papers in 1950 
Peabody makes a test of sales without advertising 


Six outstanding industria! ads win ABP honors 





15 issue 
iDdscriptions 
three years 
¢ r U. S 

Add 

foreign coun- 
sr May 21, 
1g Illinois, 
Additional 








’ 


There 13 to lygger job 








WNEWS BUREAUS 


@ CORRESPONDENTS 





Top industrial editing does not come cheap. The 
editorial budget of an outstanding business pub- 
lication, such as Electrical World, is larger than 
the total incomes of some of its competitors. 


The spending of such a budget must be carefully 
planned to cover every phase of the industry as 
well as every state in the union. 


On Electrical World we have 12 full-time traveling 
editors. They divide up the U.S. Each is respon- 
sible for knowing everything electrically important 
and newsworthy that happens in every utility and 
industrial plant in his specific territory. 


In addition, there are five headquarters editors re- 
sponsible for assembling and interpreting reports 
sent in from 30 Electrical World correspondents, 


the six McGraw-Hill Domestic News Bureaus, and 
McGraw-Hill World News.. And besides this, 345 
industry leaders, who live in 112 cities throughout 
the U.S. and four foreign countries, wrote articles 
for Electrical World last year. Can you name an 
industry served more completely? 


No smaller effort could cover the great-growth in- 
dustry. To satisfy America’s demand for electric 
power, this industry will triple in size in the next 
15 years. This year and next, and the year after, 
it will spend more money on capital goods than any 
other industry. 


Yes, this is one of the biggest jobs of ingetStrial 
reporting in America, but, done wel means the 
interest and confidence of regdefs in the highest 
degree —the most valu things you buy in an 
advertising mediy, 





ws Electrical 


JOURNAL OF THE GREAT GROWTH INDUSTRY FOR77 YEARS 


A McGRAW-HILL MAGAZINE 
McGRAW-HILL BUILDING, NEW YORK 18 
or" me + 
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ects include all types of heating and 
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omfort ‘ the public and government 
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need for these jobs today. 
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Manufacturers of 


HERE'S WHY 
D amentte 


Ps 
a 


: me er before hy he Domestic 
at ah Pealer and the Do- 
mee Engineering Wholesaler 
a proven themselves more important 
to the manufacturer of heating 
plumbing, air conditioning and 
allied products, than they hav 
- e 

under today’s extraordinary e 
ditions. a 

Asin every National eme 

the present vas " vf ae 
ast mobilization pro- 
gram has imposed a tremendous 
responsibility on both the Domes- 


tie Engineeri 
ce Engineering Dealer and the Do 





Heating, Plumbing, Air Conditioning, and Allied Products: 


_wiiler 
are V | 


mestic Engineering Wholesaler. 
That they were ready and pre- 
pared to step into this emergency 
is evidenced by the fact that, in 
the thousands of defense and 
related projects now under way, 
they are playing indispensable 
roles. 

Wherever public health and 
comfort are a factor on these 
projects.the Domestic Engineer- 
ing Dealer is the one man who 
assumes the full responsibility 


for the specification and instal- 


lation of heating and plumbing. 
As this program gains momen- 
tum it is only natural that the 
need for this man’s services and 
the services of his wholesaler 
will become greatly accentuated. 
As a consequence the demand 
for your product on these high 
priority jobs will increase in 
direct proportion. 

That's why we say the Domes- 
tic Engineering Dealer and 
Wholesaler are vital to you to- 


day. They need you and you 


TAL 10 you topay: 


need them. It remains for you to 
acquaint them with all of the 
qualifications of your product. 
If you want to be sure they will 
remember your name and your 
product, particularly at the time 
that specifications are being 
written or orders placed, keep 
that name and product consist- 
ently before them in the adver- 
tising pages of both DOMESTIC 
ENGINEERING Magazine and 
DOMESTIC ENGINEERING 


Catalog Directory. 


HOW DOMESTIC ENGINEERING CAN ASSIST YOU... . NOW! 


The DOMESTIC ENGINEERING organization is geared to pro 
vide the kind of assistance that manufacturers require to assure 
the proper and uninterrupted distribution of their products in 
a defense economy. All of our facilities are available to manu- 
facturers in the heating, plumbing and air conditioning industry 
who use advertising space in DOMESTIC ENGINEERING Maga- 
zine, DOMESTIC ENGINEERING Catalog Directory and the Mid- 
Year Supplement to DOMESTIC ENGINEERING Catalog Directory 
These include Marketing & Research assistance, Manufacturers’ 


Representative Service, Catalog Preparation and Reprinting, List 
Rental and Mailing Services, and numerous other functions 
necessary to complete an effective product merchandising and 
distribution under today's complex business conditions 


If you are not entirely familiar with these services write 
direct or 


CONSULT YOUR ADVERTISING AGENCY! 
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“...@ contribution to clear think- 
ing in industrial advertising ..." 





Ask for this booklet 
-+.no charge 


Are you thinking of doing a 
Readershir 
Survey... ? 


IF you are, you'll want to read this 
booklet on, What Do Readership 
Studies Really Prove? 


Here's a new, scientific approach 
to readership studies . . . and how 
they are handled. 


An entirely new slant on study tech- 
niques and methods . . . and what 
they prove. 

THIS BOOKLET is a reprint of an 
article which appeared in the 
Journal of Applied Psycholo- 
gy. official organ of The American 
Psychological Association. It is 
based on on actual study, referred ~ 
to by the Journal editors as “a 
purely analytical investigation of 
readership study methods and 
techniques." 

Available to all advertisers and 
agencies as a contribution to clear 
thinking. There is no charge. 


Not in any way connected with 
any commercial research service 
MAIL THIS COUPON to 


Aids to Industrial Advertising” 
Putman Publishing Company 
735 North Michigan Ave., Chicago I! 


Without cherge or obligation, please send 
me copy of booklet-reprint, What Do Reader- 
ship Studies Really Prove? 

Nome 

Company 

Address 

City & State 


letters 


Sullen disappointment 
® TO THE EDITOR . . Here in Toronto, 
Canada, we have a gigantic company 
pennant waving proudly above our 
very modern building. For years its 
frivolous head was wagged in youth- 
ful abandon from dawn till dusk and 
from dusk till dawn. And your fine 
publication played no small part in 
developing its carefree heart 

Alas on receipt of your magnif- 
icently magazine last 
week, this pennant’s hallowed head 
was bowed. Not in humble homage 


redesigned 


to your typographers, but in sullen 
disappointment to the absence of a 
“Marketing Aids” 


carefully 


faithful friend 

In consternation, this 
clothed custodian of our company’s 
ideals sunk down its pole to the half 
mast. And in doing so, was heard to 
say, “Alas and alack, will they never 
bring Marketing Aids back?” 

To which in fervent humility 
and touching solemnity we add, 
please consider the renewal of this 
feature. It brought news of stimulat- 
ing significance each month to this 
advertiser's desk. Yours for higher 
JOHN MCNALLY, adver- 
tising manager, Geo. W. Crothers 
Ltd., Leaside, (Toronto), Ont. 


flag raising 


[T’was just a slip t'wixt printer and 
you. Put the flag back up. “Market- 


ing Aids” stays in ED] 


Who's to blame for poor ads. . 
copywriter or advertiser? 


® TO THE EDITOR a recent issue of 
INDUSTRIAL MARKETING again explored 
the value of the Copy Chasers. The 
advertising manager of Allis-Chal- 
mers yipped, and you blistered an 
anonymous writer in your column 

I think your critics are on the 


tothe Editor 


wrong path. I also think that you are 
on the wrong path many times. Let’s 
look at the 
minute. 

I'm a copywriter for a large agency. 
I think I know what makes a good 
industrial advertisement: snappy 
headline, interesting copy, informa- 
tive copy. I've written plenty of ads 
that meet these requirements. But 
I've also written a helluva lot that 
don’t. 

Why? In the first place, most 
good industrial ads have to be infor- 
mative. And, as a general rule, it’s 
hard to make them interesting with- 
out solid product information (“what 


issue my way for a 


will it do for me?”) 

Yet, because of lazy advertising 
managers, I'm forced to do five or 
ten “boiler plate” ads every month 
Certain clients just will not buckle 
down and get the information I need 
to do a good job 

One client hasn't received a good 
ad out of ten from me, because I 
honestly don’t know what to write 
about. He doesn’t get the informa- 
tion. He will not let me speak to the 
sales staff. His literature is inade- 
quate. He provides no photographs. 
And he is not an unusual client, you 
will find if you survey some agency 
copy men. 

Someday, you'll pick one of these 
ads for your column. You'll tear it 
apart, and you'll be right. I'll get 
hell . . from the client, the A. E., and 
possibly the head of the agency. It 
wouldn't happen here, but in some 
agencies a man would lose his job if 
you excoriated several of his ads in 
a row. 

I know the obvious answers. “Get 
out and dig up the information your- 
self.” I just don’t have the time to 
do a basic copy research study. 
“Force the A.E. into action.” Bless 
his soul, he’s been trying for five 


ntinued on page 14 





A magazine, no less than a man, is a living thing: a thing 
vital and fluid. You can edit it to a formula and rest on your 


laurels; or you can be resourceful and resilient and forget formula, 


practical builder is not edited to a rubber-stamp formula by people who go 


through their pat paces. It is edited by the men who own it; who 
live with it...and their readers...day after day; who keep 
abreast of shifting currents in the light construction industry. 
That’s why PB has a spirit of wakefulness, a sense of 


awareness, that gives it reader-power and advertiser-prestige. 





--. Of the light construction industry 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 
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to Readers... in Advertising Volume 
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Industrial & Engineering Chemistry makes advertising 
dollars your best salesman every step of the way! t 


Nev. 1955 


Jonvery 1950 


Hydrogenation of Bituminous Coal 


in Experimental Flow Plant 





Oct. 1949 


FISHER-TROPSCH SYNTHESis 





r ™ 
HE HYDROGEN, ATION 
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Typical INDUSTRIAL & ENGINEERING CHEMISTRY articles 
on which the new liquid fuels industry is being built 


1 & EC — THE SOURCE OF WORKMATERIAL for chemists and 
engineers in RESEARCH, DEVELOPMENT and PRODUCTION. 
No other publication in the field can match Industrial & 
Engineering Chemistry’s thorough editorial coverage, step 

by step, from research through production. Evidence — the 

U.S. Bureau of Mines’ “Bibliography of Pressure Hydrogen- 

ation” credits I & EC with 79 articles on hydrogenation. in 

(I & EC’s nearest competitor in the field received only 23 

such mentions). 











Gasoline Is Made From Coal in 
Practical’ Quantity by U. S. 





For 25 years, | & EC has furnished the 
background workmaterial which now 
makes possible, articles like this which 
recently appeared in a prominent 








a 


Production at Government Plant, Leading 
to Independence From Foreign Sources 
in the Event of War, Is Reported 


metropolitan newspaper. 





Industries Must Have the Workmaterial 
of Industrial & Engineering Chemistry! 


Flash! and there is news. The world learns there has 
been a Hiroshima... Penicillin is here... Rubber is no 
longer natural ...Coal has been squeezed so hard it is 
liquid fuel ...or there is Plasma that never bled. 


Materials, equipment and plants were on their way to 
selection as much as years before the news was out. 
Manufacturers, suppliers and construction engineering 
firms knew in varying degrees; but few were aware of 
important plans shaping behind closed doors... when 
sales efforts count most. 


For instance, LIQUID FUELS equipment, plant and 
material influences, started 25 years ago and resulted 
in this 

$25,000,000 Demonstration Plant 


which resulted in a myriad of equipment that condi- 
tions raw materials, then pushes intermediate and final 


liquids and by-products through 40 miles of pipes. 
Things to come for salesmen and sales engineers to try 
for, in overcoming or enjoying original specifications, 
or getting in on the new, may be 

35 new plants of $3,500,000,000 cost 
if gasoline production is to be increased only 15%. 
Such selling is tremendously worth all efforts, although 
difficult, involved, even impossible to personal ap- 
proaches. Simple solution is to be ever with the chem- 
ists and engineers every step of the way through 
advertising in INDUSTRIAL & ENGINEERING 
CHEMISTRY ... THE Workmagazine they MUST 
have. I & EC delivers the best balance of quality 
circulation among the 7-Group Buying and Specitying 
Team: Officials * Works Executives * Engineers * 
Research Directors * Chemists * Consultants * Foremen 
and Supervisors. 


INDUSTRIAL & ENGINEERING CHEMISTRY 


The Workmagazine of the Chemical and Process Industries 





Published by: THE AMERICAN CHEMICAL SOCIETY 
The complete ACS publishing program also includes 


ANALYTICAL CHEMISTRY 


The workmagazine for chemists and engineers 
in Industrial Laboratories 


CHEMICAL & ENGINEERING NEWS 


Newsmagazine of the chemical world since 1923 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO * PHILADELPHIA + CLEVELAND + DALLAS + SAN FRANCISCO + LOS ANGELES + SEATTLE 
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You'll get Results when you advertise in Ceramic Industry 

LIBBY -OWENS-FORCE HOTPOINT CORNING GLA 
KOHLER of KOHLER HOMER LAUGHLIN MOSAIC TILE 
and ever 1,000 other American industrial Gients depend 


Lh RA BAe a a) a a 


CERAMIC INDUSTRY 


5 Sowth Wabash Avenue, Chicago tile 


Letters to the editor 





years. “Reason with the client.” 
We've done it. He agrees with us. But 
after a couple of weeks, the infor- 
mation peters out again. Just how 
often can you needle a big client be- 
fore he becomes unhappy? 

In a nutshell: most of your criti- 
cism is sound. But when you criti- 
cize, the blame is put on the copy- 
writer. A good copywriter is a master 
of advertising technique. He takes 
the facts and breathes life into 
them . . presents them so they'll get 
attention, interest and action. The 
copywriter cannot fabricate out of 
thin air. Yet these very fabrications 
are the ads that usually come in for 
criticism in your column 

I think that most of the ads that 
get the works in your column were 
written by good men who winced as 
they wrote them. Yet the copywriter 
must take the blame for an ad he was 
forced to write against his better 
judgement. 

It seems like a cruel way to make 
your poin:, Copy Chasers. Perhaps 
you should re-examine your critical 
technique Name witheld by re- 
quest 


Beautiful hold-up! 


® TO THE EDITOR Me, I had to wait 
for the second issue before I'd say 
anything 

Now, I say it’s a good redesign job 
because it holds up beautifully 
PAUL DE GUZMAN, Royal & deGuzman, 
New York 


Functional styling . . 


® TO THE EDITOR If I'm a little late, 
it’s not at all indicative of my lack 
of appreciation of the swell job you 
fellows did in re-garbing rnpuUSTRIAI 
MARKETING. It’s a pip of a job 

I like your new cover, I like the 
technique of open spacing around the 
headlines, I like the way you handle 
departments and the functional use 
of the arrows is unusually effective 
Whoever laid out this deal had the 
magazine as a whole in mind and suc- 
cessfully pulled together a real pack- 
age 

Undoubtedly, you have received, 
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F. H. MCGRAW & COMPANY 
CONSTRUCTORS 


February 19, 1951 


Donald V. Buttenheia, Publisher 
CONTRACTORS @ ENGINEERS 4ONTHLY 
470 Fourth Avenue 
New York, New York 


Deer Mr. Buttenheim: 
As you probebly know, F. H. McGraw & Company 

wos recently awarded the largest single construction 

contract ever awarded to a construction company 

the $350,000,000 etoaic energy plant which is now in 

the process of construction at Paducah, Sentucky. 





Because of the aagnitude and scope of the 
Paducat construction operation the McGraw company 
ll eesign sany of its topflight construct ioneers 
I think these construction sen, 
been regular readers of 
EERS MONTHLY { years, woul 
in your megazine quite 


I am wondering if y 


narrow. England ) 
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“To keep us up to date on advances 
in materials, processes, design engi- 
neering or original equipment, we 
know of no better source than 
PRODUCT ENGINEERING.” 


Says Elliott A. Adams, 

Vice-President in Charge of Engineering, 
The Massey-Harris Company, 

Racine, Wisconsin. 


THE MEN WHO DESIGN 





HE DESIGNS FARM MACHINERY. .. 
HE READS PRODUCT ENGINEERING 


lf you sell to farm-machinery manufacturers . . . 


or any other volume buyers of Original Equipment 


* 


.. . PRODUCT ENGINEERING is an advertising must! 


b A when you advertise in PRODUCT 
ENGINEERING you re talking directly to the men 
who select, specify, approve and purchase 
YOUR products! The product-design engineers 
who design all new or improved machinery, 
equipment, and appliances are the No. 1 buying 
influence when it comes to materials, parts, 
components and finishes. ..and PRODUCT 
ENGINEERING gives you their alert, responsive 
readersh. p! 

Get the facts on PRopucT ENGINEERING’s 
more than 18,000 paid subscribers. You'll find 
that Propuct ENGINEERING gives you more 
readers with buying power than any other de- 
sign magazine... penetrates deeper into every 


PRODUC 


market that buys Original Equipment. .. covers 
every industry where influence on product de- 
sign and engineering is important to you. 

And 91 per cent of this circulation goes into 
the important hands of technical design and 
engineering executives in management. ..men 
who in metalworking products alone specify, 
approve and purchase over $17,000,000,000 
worth of machinery, equipment and appliance 
components a year! That's Big Buying Power! 

If you want to know how PRODUCT 
ENGINEERING covers every segment of your 
Original Equipment Market, ask your PRODUCT 
ENGINEERING representative. He'll be glad to 
give you complete details. 


A McGraw-Hill Publication 


> @ McGraw-Hill Building, New York 18 
ENGINEERING TP Ge 
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MORE ADVERTISING OF ORIGINAL EQUIPMENT* IS CARRIED BY 
PRODUCT ENGINEERING THAN BY ANY OTHER MAGAZINE IN THE WORLD! 


New York 18 * Philadelphia 3 * Pittsburgh 22 * San Francisco 4 


*Your Original Equipment Market is 
made up of every company which 
manufactures machinery, appliances, 
of equipment, and which buys mate- 
rials, parts, components and finishes. 
That Propuct ENGINEERING is first 
in this field is shown by the fact that 
... right now ...almost 600 display 
advertisers are investing in Propuct 


ENGINEERING’S proved and tested 
readership more advertising dollars 
and pages than are invested in the 
readers of any other design magazine 
These advertisers Anow that PRopuUCT 
ENGINEERING is the most direct gate- 
way to the big-volume, profitable 
Original Equipment Market! 
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AMERICA’S NEW PRODUCTS READ PRODUCT ENGINEERING 
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HERE IS YOUR 
CERAMIC MARKET 
COVERAGE! 


C. B. (Ceramic Bulletin) goes 
to executives and technolo- 
gists in each of the follow- 
ing fields: 


¥ GLASS: Plonts manufacturing 
Optical Gloss, Container Glass, 
Sheet Glass, Tableware, Fibre 
Glass. 


¥ WHITE WARES: Piants 
manufacturing Earthen Ware, Stone 
Ware, Dental Porcelain, Tableware 
Tile. 


¢ REFRACTORIES: Plants 
manufacturing Crucibles, Fire Brick, 
Insulating Fire Brick, Special Bodies, 
Silica Brick, Basic Brick. 


¥ STRUCTURAL CLAY 
PRODUCTS: Plants manufac- 
turing Drain Tile, Brick, Building 
Tile, Sewer Pipe. 


¥ PORCELAIN ENAMELS: 
Plants manufacturing Sheet Steel 
Enamel, Cast Iron Enamel, Art 
Ware. 


¥ ABRASIVES: Plants manu- 
facturing Wheels, Grit. 


¥ MATERIAL AND EQUIP- 
MENT: Readers of C. B. are in- 
terested in all forms of ceramic ma- 
terials and equipment. 


¥ DESIGN: Leading artists and 
designers of ceramic products read 
C. B. for a knowledge of ceramic 
material and mfg. methods. 


¥ EDUCATIONAL: c. 8. is 
specified as text-book material in 
universities and is recognized as 
“required reading.” 


¥ CEMENTS: Plants manufac- 
turing Special Purpose Cement, 
High Aluminum Cement, Portland 
Cement. 


¥ CIRCULATION: 5,481. 


Ceramic Bulletin 
DErT. cB 
aus N. HIGH ST., COLUMBUS 2, OHIO 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Oilheating inventories, 


® THE OILHEATING industry made 
846,815 installations in 1950, a gain 
of 38° over 1949, and in the first 
two months of 1951 is running 27% 
above the same period last year 

This increase is being established 
in the face of shortages in some ma- 
terial items, credit controls and very 
active competition from the gas heat- 
ing industry 

Anticipating limitation orders later 
this year, dealers have been build- 
ing inventories at an unprecedented 
rate. On March 1 dealer stocks of 
oilheating units were 140,709 com- 
pared with 50,728 a year earlier. 
Stocks of customer oil tanks on 
March 1 were 122,693, more than 
double those of the previous year. 

Dealers also have on hand enough 
copper tubing to make 125,000 in- 
stallations. Thus they have prepared 
themselves for a continuing high rate 
of activity for some months ahead 

The petroleum industry is spend- 
ing another $1 billion this year to 
enlarge capacity to refine the ever- 
growing output from the wells, and 
in spite of record oil consumption in 
1950 the industry entered the new 
year with nearly 30 billion barrels 
of reserves, an all-time high. 

An interesting observation in the 
growth of oilheating is the fact that 
the Midwestern states have shown 
the highest rate of expansion in each 
year since the war in the face of the 
cheapest gas heating rates in the 
country 

It has been a case of competition 
helping an industry. As the public 
has become more enthusiastic about 
automatic heating in one form or 


another the choice is between oil 
and gas, with each stimulating the 
other to new sales peaks. 

At the start of 1951 there were 
5,172,134 domestic oilburners in use 
for central heating, more than double 
the number operating at the close of 
World War II. And, more than five 
million homes are warmed with oil 
space heaters, floor furnaces and 
similar equipment. 

Oilheating is a volatile industry. 
No economist has ever yet forecast 
its sales as high as they turned out 
to be. Each year has brought a new 
surprise on the high side . . ROBERT 
Gray, editor, Fueloil & Oil Heat, New 


York. 


New theatre concession 
market big, still growing 


® REFRESHMENT merchandising in mo- 
tion picture theater lobbies has be- 
come big business. 

This means a new major market 
for confectionery and related indus- 
tries. A survey by Bozxoffice and 
Modern Theater shows that $7,000,- 
000 is spent weekly by patrons at 
concession stands and vending ma- 
chines. Last year’s sales totaled 
$400,000,000. Candy alone brought 
in $135,000,000, of which 75% was 
for nickel bars and other five-cent 
items. 

Of 100 movie patrons, 63 buy candy, 
popcorn, soft drinks or other foods 
before or during the show. Average 
sales of refreshments per theater 
ticket is 9.5c. For every theater dol- 
lar taken in, the refreshment stand 
grosses an additional 38c. These fig- 
ures apply to more than 90°, of the 
estimated 22,000 motion picture 
theaters in the country . . about 19,- 
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... One of the basic reasons for Textile World’s leader- 
ship position in the textile field. 


The textile industry 1s a diversified industry; consequently, the 
editorial content of Textite Wort is carefully balanced to meet 
diversified needs. The TW editorial staff is adequately manned for 
this purpose and balanced content has been its way of life for many 
years. 

Each month, the Table of Contents on page 3 reveals the results of 
the editors’ planning. (See illustration.) Each article is keyed to the 
principal fiber branches of the industry which it concerns and to the 
principal operating functions in that branch which it interests. Bal- 
ance here 1s not just a random hope. It is established for all to see, 
month by month, on the score board that 1s the Table of Contents. This 
Table of Contents not only informs readers, but it also holds the edi- 
tors to the fulfillment of their ideal of service to the entire industry. 

Balanced content, naturally, draws readers from all branches of 
the industry, as each finds material profitable for his work on his 
specialty. TW’s circulation has, therefore, grown to exceed 23,000 
net paid subscribers, the largest audience that any textile industry 





publication has ever had. 

Because of its large and representative circulation, TEXTILE WorLD 
is in an ideal position to help you sell your product or service in the 
textile industry. Ask us for details. 





in Kimberly-Clark paper-making — 


79 Quality Checks Mean 
Finer Printing for You! 


3 TONS OF TRUFECT READY FOR SUPERCALENDERING — AND FURTHER QUALITY CONTROL CHECKS. 


Now vou can make every impression 
afar better impression without an 


increase in printing cost! For at 
Kimberly-Clark, the industry's most 
extensive quality control system as 
sures premium quality press per 


formance and reproduction — at the 
cost of ordinary paper! 

You'll see new whiteness and bright 
ness, feel new smoothness, in all four 
Kimberly-Clark papers. In make 


ready, on large or small presses, 


you ll discover new economy and 


dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any you'll 


price, agree 


there's a striking new difference in 
the quality of printing achieved— 
with less waste. 

So, regardless of your paper re- 
quirements — for long runs or short 


runs, advertising pieces, magazines 
or house organs —look to Kimberly- 


Clark for printability at its best 


Quick death for bark! In huge rotating steel 
drums, logs are stripped of bark as they pound 
and rub together. Removal of all such undesir 
able elements helps make Kimberly-Clark papers 
whiter, cleaner, smoother. And for greater 


strength, exclusive new LongLac fibers are now 


included in all four coated papers 
. ; 
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Makeup for a paper's “complexion”! A; 
an aid in imparting the proper surtace to all 
Kimberly-Clark papers, only soft, snow-white 
clay of finest texture is used in the coating for 
mulation. And now, a finer balance of coating 
ingredients gives this paper the smoothest print- 
ing surface in Kimberly-Clark history. 


How bright is bright ? At Kimberly-Clark the 
brightness test tells—and as groundwood stock 
is dewatered, each sample taken must pass this 
test. It's just one of 79 checks on paper quality 
made from tree to press—79 reasons why Kim- 
berly-Clark papers give you the press perform- 
ance and reproduction of higher-priced paper. 





Before choosing any printing paper 
New HIFECT* Enamel with sulphate 


cooked fibers added. Permanence, foldabil 
ity, dimensional stability make Hifect ideal 


for covers or any hne letterpress printing 


New LITHOFECT* 


printing Provides a moisture- an 


for finest of 


sistant coating. Offers outstanding 


ity. Renders colors without loss of 
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Look at Kimberly-Clark coated papers 
New TRUFECT*~— whiter. «moother, folds 


even better than before. Trufect, for letter 
offers faster ink setting time, greater 


press 
I 


press dependability, finer reproduction 


New MULTIFECT*—an economy sheet 
for volume printing Now Multifect has added 
strength, better foldability, greater uniform 


ity ream-on-ream than ever belore 


KIMBERLY- CLARK 


CORPORATION 
NEENAH, WISCONSIN 





Largest paid circulation in 
metals engineering. Wher- 
ever metals are shaped, 
formed, fabricated, heat 
treated, finished, tested 
and applied, the metals 
engineer is the chief 


buying influence. Sell 
him through advertising 
in Metal Progress. 





and 
the answers 
thereto... 


When you set out to pick the best 
medium for you in a field of sev- 
eral papers ... this booklet simpli- 
fies your task... because it 
compares papers on vital points, 
balancing cold statistic against cold 
statistic . . . Write, wire or call 


for your copy. 


a 





500 indoor theaters and 2,500 drive- 
ins 
A breakdown of last year’s sales, 


estimated from the survey, showed: 


may 


Total Sales $402.746.736 

Questioned on whether or not the 
dime candy bar should replace the 
nickel bar, more than two-thirds of 
the managers voted for the nickel 
size. Even if it is necessary to further 
reduce its present small size, man- 
agers want the nickel size, since the 
dime bar would cut sales to children 
a big factor in conces- 
sion volume BEN SHLYEN, editor- 
in-chief, Boxoffice and Modern 


Theatre, Kansas City, Mo 


drastically 


Letters to the editor 





and rightfully so, many pleasant 
words about the new face. Another 
thing | noticed about the first issue 
was that while it was completely new, 
at the same time there was no dif- 
ficulty for an old-time reader to pick 
up the current contents. In other 
words, I did not feel like I was read- 
ing a strange publication . . and I 
think that is another thing which is 
extremely important in any change- 
over format L. E. CRIST, publisher, 
Industry & Power, St. Joseph, Mich. 


Significant styling . . 
® TO THE EDITOR The restyling of 
“im” is certainly most significant and 
note-worthy. It’s bound to make 
every man directly associated with 
industrial advertising feel that his 
chosen profession has had its face 
lifted. It reflects progress. Instead of 
waiting for every other business pa- 
per to recognize modern styling and 
do something about it, “im” takes 
the lead and sets the pace 

I knew, of course, that Dan Smith 


was working on the job and he cer- 


TET ich M1? Wil ice tiie Ltt 


Grand Central Terminal Bldg., New York 17, N. Y. 
LARGEST- CIRCULATION MAGAZINE IN THE PLUMBING - HEATING INDUSTRY 


tainly has come through in his usual 
dependable fashion. This ought to 
make a lot of people happy GENE 
WEpDEREIT, director of advertising, 
Tube Turns, Inc., Louisville, Ky 
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igns of Editorial Quality and Reader 


Interest that Build Sales for you in the 
3 billion dollar Pit and Quarry Industries 


ie 













High Renewal Percentage 


Proving editorial quality and high reader interest—giving 
readers a balanced magazine, an indispensable tool that 
Pit and Quarry’s producer-subscribers need to successfully 
operate their business. 







Highest Subscription Price 
Year after year more of the top men in the Pit and Quarry 
industries pay more money to read PIT AND QUARRY 


than any other paper in the field. They buy it strictly on 
editorial merit. 










PIT AND QUARRY gives you the largest audience of the 


best buyers of your products—dquality circulation built 
over the years without high pressure or premiums. 










BR ome ase an 





ro 

> PIT ano QUARRY 

538 SOUTH CLARK ST. 
CHICAGO 5, ILL. 


LIKE TO DOUBLE 
YOUR SOUTHERN 
MARKET? 


If you sell anything at all to tex- 
tile mills you should get the facts 
about a dollar-rich area, equal in 
purchasing power to the Caro- 
linas and Georgia. Nearly 3000 
Latin-American textile mills buy 
at least part of their equipment, 
supplies and finishing materials 
in the United States. Many buy 
all of it here. More will begin to 
do so as dollar surpluses aec- 
cumulate in the Latin-American 


countries. 
HERE I$ THE 
=-MARKET 

me rinn 


\ 


~ 


PS 


TEXTILE MACHINERY 


SALES 


If you have not already established 
strong, profitable connections in 
Mexico, Cuba, Central and South 
America, we, as publishers of the 
world's most widely read Spanish- 
language textlie industries’ magazine 
would like to explore the situation with 
you. In the meantime, why not write 
for a copy of the magazine and 
market facts. 


PANAMERICAN PUBLISHING CO.. INC. 
570 7th Avenue, New York 18, N. Y. 


24 | Industrial Morketing 





\VY 


How best should catalogs 
be distributed? 


® MR. WILLIAMS makes a very good 
point of the high cost of personal dis- 
tribution of catalogs. Normally, we 
would recommend sending an intro- 


problems 


in Industrial Marketing 


then the 


catalog and one or two follow-ups 


ductory letter or postcard 


in order to make sure the customer 
received the catalog and is beginning 
to use it 

During times like these, however, 
when industrial products are in short 
supply, it may pay to have salesmen 
personally distribute catalogs, par- 
ticularly if it is desirable to have 
some personal explanation of them. 

Salesmen can point out the prod- 
ucts of particular interest to cus- 
tomers and also emphasize the gen- 
eral information and data tables 
which a great many manufacturers 
are finding it wise to include. Just 
like a person, the better introduction 
the catalog gets the more likely it 
will be kept and used 

Mr. Williams was too modest to 
indicate that greater consideration 
should be given to placing manu- 
facturers’ catalogs in with many 
others as is so well done by Sweets’ 
Catalog Service. In this way the 
manufacturer is relieved of the dis- 
tribution problem and of course, 
everyone keeps the Sweet's catalogs 


A pricing policy 
for today’s catalogs 


® you ARE BOTH right. Certainly it 
would serve the customer best if the 
net prices were handy in a catalog 
Depending upon the size of the cata- 


ntinued n page .° 
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Protect 
your 


business 


when it’s healthy! 
1951-52 Edition of Chemical Materials Catalog CLOSES MAY Ist 


Present sales booming? The answer likely is “yes” 

if you are getting your fair share of business from 

the Chemical and Process Industries — America’s 

biggest and fastest-growing market today. 

How long the present war-peace economy will last, 
no one rightly knows. How soon our defense needs 
will be met is a question mark. And certainly it is 
difficult to foretell just what your competitive posi- 
tion will be in 1952 and afterwards. 

To make sure that 1952 will be a healthy sales year 
for you, keep your product facts before process in- 
dustries specifying teams who are inaccessible to your 
technical service men. By having your sales literature 
bound into Chemical Materials Catalog—the process 


industries’ working encyclopedia on chemicals and 

raw materials—you will attract the attention of spe- 

cifying teams to your products. 

Chemical Materials Catalog is the only source-book 

of up-to-date facts on over 3,000 chemicals and raw 

materials. Quickly, confidentially, CMC gives buyers 

and specifiers your complete product story — from 
chemical properties to structural formulas. These 
inside men who call the specification shots that de- 
termine the final purchase can immediately deter- 
mine, by turning to CMC, whether your products 
meet the needs of their problem or project. The 
inquiries that result can be translated easily into 
orders by your sales representatives. 


Act now! Forms close May 1st. 
The 1951-52 Edition of CMC is your 
“good business insurance” for 1952. 
Ask your Reinhold Catalog representative 
for all the facts, and proof 


of CMC's vital function and wide use 
as a confidential buying and specifying guide. 


CHEMICAL MATERIALS CATALOG 





REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 
CHICAGO + PHILADELPHIA « CLEVELAND + BUFFALO 
DALLAS «+ SAN FRANCISCO « LOS ANGELES + SEATTLE 
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Will your sales double 


IN THE NEXT TEN YEARS? 





There is sound reason for predicting that you can double your sales...or 
more ...in the electrical construction, installation and maintenance market — 
if you take an aggressive part in the industry-wide drive to open up new 
frontiers in the 50’s. 


The use of electricity has doubled every decade in the past half-century, and 
now still bigger expansion lies ahead. The needs are urgent... 


90° of America’s homes are inadequately wired. Thousands of commer- 
cial buildings are obsolete electrically. Industry must re-equip, modernize 
and expand its electrical installations to handle the guns-and-butter 
production job ahead. New developments are opening untouched markets. 


Now your company can play an important part in meeting these needs. And 
your products can fill an important place in the newest applications of light, 
power and heat. 


The place to begin is the great 300 page New Frontiers issue of Electrical 
Construction and Maintenance, in July. 


This issue of the magazine that has paced the growth of the industry for half 
a century will show 23,750 electrical contractors, plant chief electricians and 
consulting engineers what’s ahead — and what to do about it. And it will round 
up the latest developments, most modern practices and methods in a working 
guide book for the 50’s. 


Launch your program for the 50’s by describing, in detail, the products and 
services your company can offer. The men who will open the new electrical 
construction and maintenance frontiers— and help to double your sales — will 
be looking for your message in this important issue. 





FIFTIETH ANNIVERSARY ISSUE 


VEW PROV TERS" 


CLOSING DATE: JUNE 5TH 








THE JULY NEW FRONTIERS ISSUE 
will have 6 Big Feature Sections . . . 
(each with its own advertising section) 


THIS GROWING INDUSTRY 


Load growth and the pattern of growing electrical needs 
Equipment, apparatus and appliance developments — and their influ- 
ence on the industry’s growth 


LOOKING AHEAD IN WIRING DESIGN 


Reference points in Modern Design 

Analysis of Loads 

Service Entrance Equipment 

Main Feeders and Grounding 

Modern Distribution Systems 

Branch Circuit Practice 

Wiring for Special Areas 

Signal and Communication Equipment and Installation 


FRONTIERS IN LIGHT, POWER AND HEAT 


Lighting: how modern systems are developing toward new standards 

Motors and Controls: selection and application of motors, controls 
and instruments 

Electric Heat: resistance, radiant and induction 


MODERN METHODS AND MANAGEMENT 


Construction: job organization, methods and equipment to meet 
mod2rn requirements 

Shop organization, methods and equipment to meet today’s demands 

Useful Data for Wiring Design: tables and charts 

Helpful Information: books, literature and educational aids 


MODERNIZATION AND MAINTENANCE 


Organization and Methods: modern requirements and how they are 
handled 

Industrial Modernization 

Preventive Maintenance 


HISTORICAL PERSPECTIVE 


The role of electrical construction, installation and maintenance in 
the great electrical industry 

Industry Associations and Influence 

Where We Were: a look back to 1901 

Where We Are: a summary of present frontiers 

Where We Are Going: a look ahead 


ELECTRICAL 
+» CONSTRUCTION 
AND MAINTENANGE izrsice mes 
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Advertising Managers 
Public Relations Executives 


Publishers industr ial 


Association Secretaries 
House Organ Editors. . . ‘ 
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There’s real savings in the new 

type mailing envelope developed 

by Equitable Paper Bag Co 

| SLASHES CO3TS— new style September 
construction on spec ial high 3-7 


speed machinery. N 10-13 
ME STURDY CONSTRUCTION — 


extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100°% kraft. 


Mi IMPROVES APPEARANCE — 


safe arrival and clean delivery 


BB SAFETY EDGES—soft flap and 


lip edges eliminate cut fingers, 


speed insertion time. 








If you use 100,000 or more an- 
nually, it's worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO, inc. 


45-50 Van Dom Street, 
Long island City 1, N.Y. 
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MEET YOUR MAN.. 


@ He's your “super-salesman.”” He contacts This modern ‘“middle-man” commands top 
62,000 construction men every month. He readership . . . because A.C.P. Regionals ‘‘Sell 
brings your prospects to the door of your Dealer. Like Your Salesmien Sell” . . . by talking /ocal 
He tells buyers where fo buy ... and helps your bids, Jocal awards, local job methods. local 


Dealer close the sale. That “‘super-salesman” is people and your Dealer. 


your ACP Regional Construction publication. This “super-salesman’s”’ salary is amazingly low 
— and flexible. You can buy any or all A.C.P. 

No other single publication or group of publica- Regionals to fit geographic markets or seasons 

tions covers the construction industry as com- . . . or blanket the nationwide construction 

pletely . . . as effectively . . . on a local selling market. 

level . . . as does the A.C.P. group. Only these 


IMPORTANT: Before you plan any program in the heavy 


twelve time-tested publications offer you maxi- construction market, be sure to study NEW Reader 


mum market coverage. And only in Regionals Survey ... “WHAT PUBLICATIONS DO CONSTRUC- 
can you identify your Dealer month after month. TION MEN READ.” Send for free copy. 


62,000 CONSTRUCTION MEN “Meet” your DEALERS ViA ACP RECIONALS 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


BULLETIN MID-WEST CONTRACTOR 
MISSISSIPPI VALLEY CONTRACTOR 
St. Louls, Missouri * 
NEW ENGLAND CONSTRUCTION 
Boston, Massachusetts 
MONTHLY SOUTHWEST BUILDER & CONTRACTOR 

Los Angeles, California 
TEXAS CONTRACTOR 
Daitas, Texas 

CONTRACTOR & BUILDER BUILDER 

Wisconsin 


% GEORGE L. STEWART, Sec'y, 556 High Street, Newark, N. J. 
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CHEMICAL & % , 
. OFFICIAL 
PROCESS INDUSTRIES: ts 


«, A 
Alcoholic Beverages A ab 


Atomic Processing ee , © | 


Cement, Lime, Rock 


SS 


Chemicals 


Coke, Gas 

Equipment RESEARCH DIRECTO P bs 

Explosives — — 
‘ @ works executive 


wah 


Fertilizers 


Food 


Glass & Refractories 


Leather-Linoleum, 
Oilcloth 


Metallurgical 
Oils, Fats, Soaps 
Paint, Varnish & Inks 
Paper, Pulp 
Petroleum 
Pharmaceuticals 
Plastics 
; i™ 
Rubber /- \¢@ ENGINEER 
Storage & Dry Batteries 7 
Sugar 
Textiles 


Miscellaneous 
FOREMAN-SUPERVISOR 


70,000 copies average 
every Monday 








JUBILEE 


American Chemical Society 





Established weekly circulation. 


Twice the circulation of any other publication 
serving the Chemical & Process Industries. 


Blanket coverage of the 7-Group Buying and Specifying Team: 
Officials - Works Executives - Engineers - Research 
Directors - Chemists - Consultants - Foremen and Supervisors. 


Business news coverage. 
Executive readership. 
Industrial readership. 


Over 235,000 inquiries a year from reader services alone. 


Advertising gain—3 times greater than all other Chemical and Process 
Industries magazines combined, 1950 over 1949. Still zooming UP! 


At the lowest cost per thousand (total and industrial) 
your advertising becomes a fast-action sales tool in 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD SINCE 1923 
Published by: THE AMERICAN CHEMICAL SOCIETY 
The ACS publishing program also includes 


INDUSTRIAL & ENGINEERING CHEMISTRY ANALYTICAL CHEMISTRY 


ine for ch and s in Industrial Laboratories 








The workmagazine of the Chemical & Process Industries The workmag: 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO * PHILADELPHIA * CLEVELAND + DALLAS * SAN FRANCISCO + LOS ANGELES + SEATTLE 
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It’s a cinch to scl! materials, 
parts and finishes in 








Materials & Methods 


MEM is the one and only publication 
in which over 18,000 paid subscribers concentrate on 
editorial content that deals exclusively with the 
materials problems of product design and manufacture 








Your most efficient, most economical medium for the sale of materials, parts or finishes 
to the hard goods or product manufacturing industries, is Materials & Methods. 
Here's why 


There are 5 Technical Title Groups within which the materials-specifying function 
is performed. These are: 


Technical Management Men + Engineers + Designers 
Metallurgists + Plant Production Men 


Some of the men in the above groups are engaged in materials engineering; some are 
not! Those who do perform the materials-specifying function subscribe to and care- 
fully read Materials & Methods. They concentrate on M & M because its editorial content 
concentrates on helping them solve their materials problems of product design and 
manufacture. It is this clearly-defined, straight-line editorial policy that enables M & M 
to bring you the largest concentrated materials-specifying audience in the world. 


Thus, it’s a cinch to sell materials, parts and finishes in Materials & Methods—where you 
buy only the attention of materials engineering men. 


Materials & Methods 


The Magazine of Materials Engineering 


America’s 21 market place 
for engineering materials, 
parts and finssbes 


monthly meeting place 
for over 18,000 men who 
perform the matersals- 
specifying function om the 
product mans/acturmng 
emdmsirves 


A REINHOLD PUBLICATION 
330 West 42nd Street, New York 18, N. Y. 


Philadelphia + Cleveland + Chicago * Dallas 
Los Angeles * San Francisco * Seattle 





PRODUCT MANUFACTURING INDUSTRIES 
served by MEM 


Automotive products and ports 
Aircraft, engines and ports 
Agricultural equipment 

Railwey equipment and rolling stock 
Heovy machinery and machine tools 
Light hinery, hi 








4 





Ordnance 

Ships, boots, marine equipment 
Contoiners 

Fine metalware, jewelzy and novelties 


® @ 





New distribution plan 


skyrockets Polyken sales 


By G. D. Crain. Jr. 


Strangely enough, Polyken dis- 
tributors get the biggest discounts 
on the smallest orders. A weird 
way to do business? Polyken has 
the soundest of reasons. 





® OF THE NUMEROUS postwar plans 
made before the end of World War 
II to enable manufacturers to con- 
vert war business into civilian de- 
mand, one of the most spectacularly 
successful has been that of the Poly- 
ken Industrial Tape Department of 
Bauer & Black, Chicago, a division 
of the Kendall Co 


Polyken is a family of pressure- 


sensitive industrial tapes (mostly 
cloth-backed) which means that it 
is in a highly competitive but rapidly 
expanding market. Its sky-rocketing 
sales curve has been the result not 
merely of a good product and a 
growing market, but carefully work- 
ed out plans for a new type of indus- 
trial distribution, involving intensive 
sales training, aggressive advertis- 
ing and a pricing and discount policy 
appealing to both consumers and 
distributors. 

The industrial tape market is re’a- 
tively new, although Bauer & Black, 
of which Polyken is now a separate 
department, introduced Tirro tape in 
1921. During the war the demand for 
pressure-sensitive tape in war in- 
dustries mounted to a huge total. 
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Industrial Marketing 


Bauer & Black, for example, was 
selling its tape exclusively to de- 
fense industries as the result of War 
Production Board rulings, the air- 
craft and ordnance industries ac- 
counting for most of the consump- 
tion. Only 30 companies were using 
90% of its output. 

Looking ahead to a 
economy, the company decided to 
broaden its market by exploring the 
application of its industrial tapes to 
many industrial processes, including 
sealing, tying, holding and bundling, 
and to develop a distribution pro- 
gram which would enable it to main- 
tain contact not only with the auto- 
mobile industry, which had tradi- 
tionally been a pioneer user of the 
product, but with industries big and 
little throughout the country. 

It hoped by so doing to maintain 
its war-time volume. The success of 
its efforts are indicated by the fact 
that in September, 1946, less than a 
year after the new program had ac- 
tually started, it had already at- 
tained that volume, and at present 
the sales total is running at a rate 
four times the war-time peak. It is 
looking forward confidently to a 
production by 1955 ten times as great 
as the maximum achieved during the 
war. 

With demand during and prior to 
the war concentrated among a few 
continued on page 126 
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Medicine show tactics 


and plain talk sell Fiberglas 


il 


® AN 18-MONTH-OLD traveling show 
that would do credit to the late P. T 
Barnum has proved that, contrary to 


the convictions of almost every hard- 


boiled engineer in the nation, you 
can sell a technical product to tech- 
nical buyers by using simple, non- 
technical language combined with 
medicine show sales tactics 

The show was developed by 
Owens-Corning Corp 
New York, to tell the technical Fiber- 


glas sales story to greatly diversified 


Fiberglas 


types of potential buyers who could 


put Fiberglas to many different uses 

The diversity of the buyers, who 
ranged from architects to grocery 
chain executives, meant that Owens- 
Corning, if it was to make itself 
understood to all with the same show 
would need to use the language of 


the layman 


Last month at the end of the show’s 
29,000-mile tour of buyers in 112 
U. S. cities, Owens-Corning was con- 
vinced that the language of the lay- 
man often sells the technical buyer 
better than his own industrial or 
professional lingo 

For example, in one part of the 
fast-paced, 60-minute show, the 
acoustical or noise-reducing prop- 
erties of Fiberglas materials are 
demonstrated by ringing a cowbell 
first in a bare sheet metal duct and 
then in a similar duct lined with 
Fiberglas acoustical board. The first 
duct emits a clamor, the second duct 
only a muffled tinkle. To forestall 
skepticism, a member of the audi- 
ence is enlisted to do the bell-shak- 
ing 

After a performance in Richmond, 
salesman 


Va., an Owens-Corning 


followed the usual strategy, corner- 
ed an architect in the audience and 
gave him the treatment a strong, 
technical sales talk. The salesman 
tried to persuade the architect to 
specify Fiberglas coated duct insu- 
lation for one of his jobs. The sales- 
man, a good engineer, was half way 
through citing the material's noise 
reduction coefficient when the archi- 
tect interrupted 

“Hell,” he said, “you're talking 
about that stuff they rang the bell 
in. It’s okay. We'll specify it.” 








The problem and the opportunity 
for Owens-Corning was that Fiber- 
glas has a great diversity of uses in 
many varied end products, includ- 
ing building insulation; insulation 
for refrigerators, ranges, water heat- 
ers and industrial electrical equip- 
ment; acoustical tile; fabrics for cur- 
tains, draperies and wearing apparel; 
reinforced-plastic fishing rods; and 
lampshades 

To do a selling job on this broad 
variety of applications, the company 
invited buyers from 130 different in- 
dustries and professions to see the 
show as it moved across the country 
The result was select but heterogene- 


ous audiences. Such an audience of- 


oe —— 


Paper tape. . 


ten included electric equipment 
manufacturing executives, architects, 
contractors, home economists, de- 
signers, textile technicians, chemists, 
retail store managers, meat packers 
physicians, teachers and hotel men 

The show cost $50,000 and is named 
the Fiberglas Product Demonstra- 
tion. It keeps things simple like this 
Fiberglas insulating wool is explain- 
ed, not in terms of the K factor of 
British thermal units but in terms 
of cherry pie, ice cream and coffee 
An unbaked pie and a Fiberglas 
wool-wrapped ice cream container 
are placed together in an oven. A 
coffee pot, also insulated, goes into 
a refrigerator. Removed later, the 
pie is found to be baked and, stripped 
of insulating wool, the ice cream 
still hard and the coffee still steam- 


ing. Insulation used on the ice cream 


and coffee is the same Fiberglas in- 
sulation used for ovens and refriger- 
ators 

The tensile strength and dimen- 
of Fiberglas yarns 
are pointed out, not with a Rube 


sional stability 


Goldberg testing gadget and slide 
rule, but with an eight-pound iron 
ball. Dropped successively on metal, 
porcelain-enameled and Fiberglas- 
reinforced plastic trays, the heavy 
shot dents the metal, mashes and 
chips the porcelain then bounces 
neatly without damage off the Fiber- 
glas-reinforced tray 


How It Began . . The premiere 
showing was presented in 1949 in 


Grand Rapids, Mich., to a curious 
audience of 13. Since this inauspici- 
ous opening, it has played before a 
total of 33,000 selected invitees in all 
major cities and many small hamlets 
from Boston to Seattle and from 
Minneapolis to New Orleans. 

Birth of the idea dates to two 1949 
meetings at which James Slayter, 
vice-president in charge of research 
and development, describing some 
new products and experimental proj- 
ects, made free reference to various 
assorted props and mockups which 
had been somewhat hastily assem- 
bled and prepared for the occasion. 
The first meeting was of engineers 
and research men in a large eastern 
corporation; the second of Fiberglas 
branch sales managers. 

The man who directed original re- 
search into production of Fiberglas 


materials, Mr. Slayter is an invari- 
able audience spell-binder and his 
two fairly impromptu discussion- 
demonstrations made a deep impres- 
sion on both groups. 

At the company sales meeting, the 
Slayter presentation set ideas to 
simmering in several skulls. Some- 
one was always asking, “What is 
Fiberglas?” It is not a query that 
a salesman can answer quickly and 
concisely. Maybe the Slayter tech- 
nique, with a few fancy variations, 
might be the $64 answer. 

Among those who started to do 
thinking was E. W. “Pat” 
Smith, director of merchandising, 
who recalled a sales caravan in which 


some 


he operated during the depression 
‘30s while working for another com- 
pany. The motorized missionaries 
would go into a town, meet with 
dealers, distributors, local city offi- 
cials, bankers and others of influence 

then converge on owners of homes, 
farmhouses and business buildings, 
whose roofs looked promisingly 
seedy 

The tour was conspicuously suc- 
cessful. Three weeks of roof-scan- 
ning in the Hartford, Conn., area, 
for example, had sold 86 reshingling 
jobs 

The idea of putting together a 
motorized show version of the Slay- 
ter presentation was “bought” en- 
thusiastically by President Boesch- 
enstein, who authorized purchase of 
a truck and other necessary ex- 
penses 
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21 experts to pick leading 


business papers in IM contest 


® more THAN 500 business papers are 
expected to compete for honors in 
INDUSTRIAL MARKETING’s 13th annual 
editorial achievement competition 
wich closes May 1 
The competition will 


best editorial 


honer the 
work, including re- 


search, performed by business pa- 
pers in 1950. The purpose is to rec- 
ognize and encourage higher edi- 
torial standards for the nation’s hun- 
dreds of thousands of industrial and 
business men who are business pa- 
per reade rs 

INDUSTRIAL MARKETING will award 
15 bronze plaques and 30 certificates 
of merit to winners in five classifi- 
cations 


1. Best ser 


one theme The 


es of related articles on 

articles must appear 
rr more issues 

Best single article or editorial 

publication's field. The 


judges will consider either technical 


serving the 


or general articles, editorials, news. 
and presentation of technical or 
product information 

3. Best single issue spec ial issue or 
annual issue devoted principally to a 
single subject or a central theme 
Independent directories are not eli- 
gible 

1 Be st graphi« 


presentation ap- 


propriate to the publication's func- 
tion. Individual features or complete 
issues will be judged on design, for- 
mat, typography, or treatment of il- 
lustrative drawings or photographs 

5. Best market or technical re- 


]. H. Serkowich 
4 mager 


FOoR-EDiroRial 
ACHICVEMENT 


search published in a regular issue. 
Research must be initiated by and 
financed by the publication 
Entries, which this year are com- 
ing in faster and in greater number 
than in will be 


previous years, 


( 


James E. Shrout 


exe President 


Henry W. Tymick 


her 





who are 


judged by 22 
business paper readers. The judges 


executives 


include engineers, promotion man- 
agers, purchasing agents and adver- 
tising executives. 

Entries will be judged May 16 at 
the Sheraton hotel in Chicago 
Plaques will be presented at the an- 
nual conference of the National In- 
dustrial: Advertisers Association 
June 24-27 in New York. Bernard J. 
Dolan, manager of sales and adver- 
tising, Peter A. Frasse & Co., and 
past president of NIAA, will present 
the awards 

Business papers may enter in one 
of three classifications: (1) industri- 
al, (2) merchandising, trade and ex- 
port and (3) class, institutional and 
professional 

Entries will be judged on editor- 
ial excellence alone, not on the basis 
of costly or fancy 
Judges will look for editorial content 


presentations 


supplying readers with the most 


helpful information about new de- 
velopments, trends, processes and 
discoveries in the specialized fields 
covered by the publication 

Business papers published in the 
United States and Canada may be 
entered. Company publicat:ons are 
ineligible 

Any be submitted in 


entry may 


7 


Lee P. Henrich 


J]. C. Gauntlett A. P. Peyraud 


ward R. Taylor 


more than one classification, but 
duplicate copies must be sent for 
each additional classification enter- 
ed. Entries are limited to a size of 
18x24”. 

The judges include: 

Raymond P. Wiggers, advertising 
manager, Frank G. Hough Co., Lib- 
ertyville, Il. 

D. C. Doty, 
Skilsaw, Chicago 

E. J. Geittmann, general manager, 
Carbonite Metal Co., Burlington, 
Wis. 

R. B. Seger, president, 
Steel Treating Co., Chicago. 

J. H. Serkowich, advertising man- 
ager, R. G. Le Tourneau, Inc., Peoria, 
lil. 

W. D. Molitor, director of agency 
operations, Jaqua Co., Grand Rapids, 
Mich. 

Henry W. Tymick, senior account 
executive, Buchen Co., Chicago 

Earle Ludgin, president, Earle 
Ludgin & Co., Chicago 

Henry Volle, advertising man- 
ager, A. E. Staley Mfg. Co., Decatur, 
Ill. 

Edward R. Taylor, general sales 
manager, Hotpoint, Chicago. 

Lee P. Henrich, director of adver- 
tising and public relations, Hart, 
Schaffner & Marx, Chicago 


purchasing agent, 


Chicago 


‘ 


J. M. Willem Albert Kner 


sar 


irnett ntainer 


Earle Ludgin 


esicer 


J. H. Stoneking, advertising man- 
ager, General Box Co., Chicago. 

J. M. Willem, vice-president, Leo 
Burnett Co., Chicago. 

Harry M. Berner, vice-president, 
American Hospital Supply Corp., 
Evanston, II]. 

J. Curtis Gauntlett, advertising 
manager, Upjohn Co., Kalamazoo, 
Mich. 

A. P. Peyraud, advertising man- 
ager, Coe Laboratories, Chicago. 

Howard Guernsey, president, 
Whitaker-Guernsey Studios, Chica- 
go. 

Albert Kner, 
laboratory, Container 
America, Chicago. 

James E. Shrout, president, Shrout 
Associates, Chicago. 

J. J. Hoffman, 
Monsen-Chicago, Chicago. 

Robert Doyle, purchasing 
Glidden Co., Chicago 


director of design 
Corp. of 


sales manager, 


agent, 


Henry Volle 
Ad manager 
A. E. Staley Mic 


» 


Raymond P. Wiggers 
Ad manager 


rran 2. 7 igh 


]. H. Stoneking 


Ad manager 


W. D. Molitor 
Jperations director 
Jaqua zeneral Box 


thicag 
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One way 


Ten ways to keep distributors 


working in a semi-war 


By William A. Marsteller 


® AFTER THE WAR many companies ir again are oversold (or underpro- 


vested heavily in building and train- duced, as some prefer to put it), how 


ing distributor organizations to sell can they keep their distributors ac- 


in a tough competitive buyers’ tively and profitably working the 


market that, if it came at all in the account? 


field of industrial supply, was short Or should the companies write off 
lived their investment, reduce sales costs, 
Now that 1951 looks like 1941 all 


economically how are 


cut advertising, lay off or transfer 


over again salesmen, and cancel out distribu- 


these companies going to protect that tors now that business is coming in 
investment? abundantly over the transom? 

Now that the shortages and con- A survey we have completed of 
trols of a semi-war economy aga leading companies selling wholly or 


are here and now that companies in part through distributors shows 


a) 


that this time these companies are 
convinced that the selling organiza- 
They 
believe that methods must be found 

keep distributors interested and 


tion should be held together 


active, even when there is little for 
them to sell 

Companies like Black & Decker, 
Lyon Metal Products, Starrett, Du- 
more, Delta, Cummins, Disston, 
Blackhawk, Binks, Buda, Dodge, 
Coffing Hoist, Jenkins, Graton & 
Knight, Clarke Sanding Machine 
and Rust-Oleum are typical of the 
companies who have definite pro- 
grams for actually strengthening 
distributor organizations at a time 
when cut backs could be made with 
probably little 
new business intake 

What can be done to safeguard 


immediate effect on 


the original investment and earn a 
fair rate of return on the distribu- 
tor organization you have worked 
so hard to create? Here are some 
suggestions from typical industrial 


companies who have definite plans . . 


1. Teach distributors 
to sell service 
when they can’t sell 


your merchandise 


A well thought-out plan for s 





‘n Peace Waste is a Sin 
NOW 


Waste is a Crime 


THE RIGHT TOOL FOR EACH J08... 
USED RIGHT! 


Betore you wor o new ob whenever you hove 
wovble = check on your rogues oper ston 
(USE YOUR DISSTOM FIGHT WASTE MATERIAL 


es 





Posters .. 


ing service is the new “Fight Waste” 
campaign of Henry Disston & Sons, 
Philadelphia, tested during the last 
war, and expanded and sharpened 
for use now. John H. Dingee, adver- 
tising mznager, described the plan 
as an educational effort to cut waste 
of time, tools and materials vital to 
national production 

The heart of the plan is the dis- 
tributor presentation booklet which 
is used by distributor salesmen in 


discussing operations of the plan 
with industrial customers 

Disston is convinced of its value to 
its distributors, who, with this plan, 
have a specific service and entree 
into their industrial customers and 
prospects. The company is further 
sure that the prestige and goodwill 
of its distributor organization will be 
addition to 


distributor 


built up, in opening 


many new doors for 


salesmen 


2. Always tell the truth 
to the distributor 


Bob Hamilton, president, Dumore 
Co., Racine, Wis., said that telling 
the truth to distributors is the first 
step in keeping distributors actively 
working your account. Mr. Hamilton 
said: 

“The distributor appreciates that 


DISSTON 
ANNOUNCES 


Wt PEACE WASTE GO 4 Sn WOW wasre 5 4 Comey 
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Business paper ads .. 


ke 


you're in business and that you have 
business problems. . he has his own. 
Maybe his are a little bit different 
than those of the manufacturer, but 
at the same time, the distributor is 
aware that problems exist 

“For instance, if in competition 
you find that you have to bid net 
prices to the government in order to 
get the business, and that you can- 
not protect your distributors, tell 
them that you can’t and explain 
why. You will find that the dis- 
tributor, although he does not like 
this situation, will appreciate your 
point of view and go along with you 

“On the other hand, if you can 
supply your distributor with a cer- 
tain volume of material, and the 
only way that you can continue that 
flow of material from the manufac- 
turing plant to the distributor is by 
means of rated orders, ask him for 
rated orders and insist that he go 
along with you on that.” 


3. Keep up regular contacts 


Here’s what one company intends 
to do to keep up regular contacts. 
Leonard Rhodes, advertising man- 
ager, Lyon Metal Products, Aurora, 
said: 

“Sales meetings and a program of 
working with dealers will be con- 


tinued. Sales meetings will be geared 
to current conditions as much as 
possible. When you are not shipping 
your dealers all they can sell, it is 
virtually impossible to eliminate a 
certain amount of criticism. We try 
to hold down ill-will through regular 
contact of all key dealers with our 
sales personnel, plus the continued 
publication of a monthly company 
magazine for dealers in which we try 
and lay the cards on the table on raw 
material, shipments, etc.” 

Black & Decker Mfg. Co., Towson, 
Md., intends to keep up regular con- 
tacts with its distributor organiza- 
tion. The plan was explained by 
Glen H. Treslar, vice-president and 
sales manager: 

“We hope to be able to school our 
jobbers’ men in such important mat- 
ters as conservation of material and 
equipment, the adaptation of exist- 
ing equipment to new uses, the dis- 
tribution of training literature, and 
the development of maintenance and 
repair service which our distribu- 
tors can handle between our cus- 
tomers and our far-flung service 
stations 

“We do not intend to reduce our 
own sales organization and we will 
certainly do everything we can to 
encourage our distributors to main- 
tain their sales organization and to 


ntinued on page 6 
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Forum subject for April. . 


What happens . . or what should happen 
to the industrial sales force in wartime? 
What is there for salesmen to sell except 
scarcity? This was the topic in March. and 
because top management men had so much 
to say. it is being repeated in April. Here 
are their answers to these questions: 

@ What is your basic policy relative to your 
company's sales force during the present 
emergency? 

8 What will you have your salesmen do if 
and where there is little or nothing to sell? 
®@ Will you maintain your sales organization 


at its present level? 





John S. Coleman 


® A well-trained, experience sales 
organization is one of our most valu- 
able assets. It certainly deserves 
management's best thought in this 
period of unusual marketing condi- 
tions 

For Burroughs, the emergency has 
so far merely increased the respon- 
sibility of the sales organization. In- 


dustrial mobilization has multiplied 


«| 
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the demand for office tools to handle 
the paperwork essential to planning 
and control. Thus, there is a greate: 
need for competent advice and as- 
sistance in applying our equipment 
to the accounting problems of busi- 
ness and industry. Moreover, the de- 
livery of a larger number of ma- 
chines to customers requires the 
help of sales representatives in in- 
stellation and operator training. It 
is reasonable to expect a continuing 
high level of demand for the services 
of competent sales engineers 

In World War II, when all office 
machinery was allocated directly by 
control authorities, our sales organ- 
ization was kept very busy deter- 
mining the kind of office tools re- 
quired to solve accounting and fig- 
uring problems. We fully expect the 
same situation to apply in the pres- 
ent emergency. 

As a result, although we have no 
present plans to add to our sales or- 
ganization, we anticipate a definite 
need for the personnel we have 
Normal attrition and military leave 
will bring about some reduction, and 
it may be necessary to find replace- 
ments, but we certainly could not 
afford to reduce our sales force un- 
der present conditions. 

Apart entirely from the continu- 
ing need for the services of our sales 
representatives, we are deeply con- 
vinced that every reasonable step 
should be taken to preserve a com- 
petent sales organization intact. The 
job of selection and training and the 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 


marketing, selling 


and advertising problems 


invaluable experience accumulated 
through the years, constitute far too 
important an asset for the future to 
be dissipated without a thorough ex- 
amination of all the risks involved. 


Harold Byron Smith 


Presiden 


® The nature of our business does 
not change appreciably during a de- 
fense or war economy. Our basic 
sales policies, activities, staff and 
product lines will remain substan- 
tially the same during the present 
emergency. 

Our field organization consists of 
technically trained fastening special- 
ists. They are most frequently con- 
sulted by our customers at the time 
new product designs, or design 
changes, are contemplated 

During this emergency they will 
assist the armed services and prime 
contractors in the application of 
fastenings and 
tanks, trucks, signal corps equip- 
ment and aircraft just as they nor- 


precision parts to 


mally do for manufacturers of au- 
tomobiles, refrigerators. television 
sets and other consumer products. 

In the tool and machine division 
of the company, the field force will 


be busier than ever. This is a service 





organization and the predominant 
proportion of the business is manu- 
facturing special metal cutting tools, 
ie., hobs which are used to cut 
gears 

Because of the technical require- 
ments of this industry, field engi- 
neers have been trained to assist our 
customers in the design and appli- 
cation of metal cutting tools. Here, 
too, the products and experience of 
peace-time activities are applied 
often with change . . to the manu- 
facture of military equipment 

There is little need in our organi- 
zation for conversion of plant or 


people 


Cc. T. “Cy” Burg 


® We are building up our sales force 
in every respect. We are appointing 
more dealers. Our dealers are add- 
ing more salesrien. We are conduct- 
ing a most extensive sales training 
program throughout the organiza- 
tion 

Our equipment must be properly 
applied to the specific job, so it takes 
a thoroughly competent, well trained 
salesman to sell our line. The sales- 
man must make a survey of the cus- 
tomer’s requirements, whether it be 
a home, a commercial building, in- 
stitution or power plant. He must 
be capable of sizing, pricing, esti- 
mating the job, and, of course, he 
must be able to sell the “hesitating 
prospects.” 

From all of this, you will see that 
we must have salesmen in our or- 
ganization in order to function 

We do not anticipate a _ situation 
where we will have little or nothing 
to sell, unless we get into all-out 
war. If we do, some of our salesmen 
will drift over to various kinds of 
war work, others going into service 
However, a substantial portion of 
our sales organization will remain 
in the picture, as in World War II. 

You will remember the tremen- 
dous amount of oil the government 
diverted to the European theatre. At 
that time, we were called to Wash- 


ington and given orders to step up 
the production of stokers and help 
convert institutions and plants from 
oil to coal. We shifted many sales- 
men from the central sections of the 
United States to the east coast to 
help in that emergency conversion 
to coal. This situation could happen 
again. 


Cc. H. Lang 


® Our approach to industrial sales 


in the present emergency period, 
calls first for an understanding of 
what appears to be the policy of the 
government during this period. As 
I see it, this policy is not a wild, hys- 
terical mobilization of all our man- 
materials into a rigid 


It is a carefully, 


power and 
wartime economy 
building of 


intelligently balanced 


our strength . . both military and ci- 
vilian . . 

America is planning to make it- 
self stronger at the core stronger 
in productivity. And notice that 90% 
of the job will be done by private in- 
dustry. This means that some $70 
billion will be spent in the next three 
years by private companies on pow- 
er, steel, aluminum, transportation, 
and on plant expansion and im- 
provement. 

We are not in a war of major pro- 
portions, but are rather entering a 
period of preparedness that will ac- 
celerate, level off and perhaps, di- 
minish unless the world catches fire 
The length of this cycle is inde- 
terminate at the moment, but should 
reach its peak in about two years 
Among other things, we must speed- 
ily condition and accustom ourselves 
to live in that kind of world as long 
as may be necessary. 

It is now unlikely that the pre- 
paredness load on our company will 
exceed 50% of our heavy goods ca- 
pacity and part of it will be in the 
kinds of things we are accustomed to 
engineer and build. These will be 
apparatus items our sales people 
have regularly handled and further- 
more much of such business will be 


with our established customers with 
whom we must continue to keep 
close contact. 

If these premises are correct there 
will remain a lot of capacity for 
“normal” commercial production 
that is for end usages not immedi- 
ately associated with the war effort 
as such and yet cannot be entirely 
divorced from the national require- 
ments. 

Sales engineers will be required to 
carry these field loads though per- 
haps the selling efforts need not be 
as intense as in a so-called buyers’ 
market. Unquestionably the armed 
services may make serious inroads 
in our roster of trained sales engi- 
neers. We will, however, continue to 
recruit and train men for our sales 
group, realizing that amongst these 
recruits there will be many younger 
men subject to call by the armed 
forces. 

To my mind it would be a fatal 
mistake to dismantle or neglect de- 
velopment of the sales force. This is 
not the time to lower standards, cut 
field service, or curtail sales con- 
tacts, although we might well sell 
our entire output of products and 
power for the time being, if we fol- 
lowed all of these unwise proce- 
dures. Similarly, this is not the time 
to stop persistent advertising and 


sales promotion 


F. S. Blackall, Jr. 
President & Treasurer 


Pte t 
salt-reir 


= It will be the policy of our com- 
pany during the present national 
emergency to maintain its sales ef- 
fort without surcease to the maxi- 
mum extent possible. We are not 
concerned over the danger that our 
salesmen shall not have enough to 
do; we do, however, recognize the 
psychological ill effects of a sellers’ 
market on the salesman’s point of 
view. One wonders whether the gen- 
eration of salesmen which had the 
misfortune to serve its apprentice- 
ship during World War II, and now, 
when entering what would normal- 
ly be its most productive period of 
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Easy Vs. Difficult . . i a Le irs ise veie. 
: stg oF arpa oa" ‘our Cost Cutting Way +g 
ccsens TQWMOTOR ftases profits era a dhagts-Azacad 


SHIP MORE GOODS FASTER 


is In This 8-Question Check Chart 





Break the rules 


and pull readers 


Company Vs. Product. . 





What Readership Scores Mean . . Symbols and 
percentages show readership for each component part of 
ad. Scores for entire ad are at top. To test your judgment 
of advertising pulling power. scores for the two ads below 


are not shown on this page. Which ad 


oO Noted Jenotes the pe 


rviewed, said they rer 


rqnowrtarthees ye jo the ad with the name got the highest 


© Seen-Associat 


who said they remembered 


eT a ae ee Starch score? 
ix] Read Most deno 


Cost Ratio te : n 
hundred readers (who noted, for example) for a speci! A Good Test . . of power to attract 
me corresponding median avery ‘cor a readers was offered by these two ma- 
chine tool ads appearing on facing 
pages of Machinery. The ads pushed 
the same type of product in the same 
position, same issue, same publication. 
Which scored higher? See page 86. 





Your keenest competitor knows 
AS. 


LET'S TALK 
TOOLING COSTS! 


ee 
> OR tee hee ee momma 
ad : 


acess EE 


4 aint ———— / ¢ 
anne . 


WINE COMPANY 


THE MONARCH MACHINE TOOL CO. Sidney, Ohio Sereghetd Vermont U6 & 
| macmrms 100 CRAFT EMEN KOMEN O39 
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NO OBJECTION TO PUBLICATION ON GROUNDS 


OF MILITARY SECURITY 
27 FEB 1951 “ 


OFFICE OF PUBLIC INFORMATION 
NATIONAL MILITARY ESTABLISHMENT 


How to clear security restrictions 


for your industrial advertising 


By Ira R. Ogilvie 


® HERE Is Goop News for the indus- 
trial advertiser who has run up 
against security regulations while 
trying to publicize more efficient 
production processes, newer equip- 
ment and machine tools, engineering 
design improvements and the gospel 
of better methods 

If you are in any branch of in- 
dustry that is producing or will pro- 
duce military end-products under 
prime contracts, or components un- 
der sub-contracts, you have a real 
source of help in Washington today, 
ready and willing to go to great 
lengths to be of practical service to 
industry on a problem that could 
become serious if not fully appreci- 
ated and solved 

On the second floor of the Penta- 
gon there is a busy office of modest 
Navy and 
Air Force officers, all working to- 
Force Lieu- 


tenant Colonel yes, the unifica- 


size occupied by Army 


gether under an Air 
tion of these three services is work- 
ing out better than you may think 


This office has a name which is prac- 


tically unknown outside of the build- 
ing, and its functions and value to 
industry have missed out on news- 
paper headlines and magazine ar- 
ticles 

The office is the Security Review 
Branch, Office of Public Informa- 
tion, Office of Secretary of Defense, 
The Pentagon, Washington 25, D. C. 

This is a mouthful, but it might 
also be termed a clearance center 
for information, photographs, draw- 
ings and other material, the release 
of which might compromise infor- 
mation that is classified as “re- 
stricted,” “confidential,” “secret,” or 
“top secret.” It is important to 
realize that this office is at the top 
it is the office of the Secre- 
tary of Defense the boss of the 
Army, the Navy and the Air Force. 

We in industry realize that in a 
war, 


level 


period of preparedness or 
there are a great many projects ini- 
tiated by 
armed forces which, for the sake of 


various branches of our 


keeping important information out 


vf enemy hands, must be safe- 


guarded all the way from the draw- 
ing boards to the battle zone. The 
four security classifications named 
above were set up previous to the 
last war for this purpose and they 
are still in effect. 

The most important result is that 
they make it practically impossible 
to exchange information on produc- 
tion techniques, improved manufac- 
turing processes and equipment in 
any case where classified material 
is involved. 

For example, suppose that your 
company is making a new weapon. 
You are using a new machine, or 
new tooling, for the first time to 
perform one or more operations that 
save production time in manufacture 
of the weapon. Or perhaps you can 
hold closer tolerances or produce a 
better finish. Whatever the improve- 
ments, your company should make 
this information available to other 
manufacturers who may be produc- 
ing the same weapon or who may 
have a similar operations to perform 
on something else that is part of the 
re-armament program. 

Usually such a new weapon is 
classified. This means that no infor- 
mation about it can be published in 
any form. This applies to the weapon 
as a whole and may include all its 
components right down to the nuts 
and bolts that go into its manufac- 
ture. 

Such excessive precautions may 
appear to be unnecessarily severe. 
But the point is that no one but the 
procuring service may know just 
why this weapon was classified or 
just what component parts must be 
so protected. Sometimes even the 
procuring service will be in the dark 
because the security control has been 
invoked by higher authority 

If you have gone along thus far 
in this discussion, you will probably 
agree to the following. Prime con- 
tractors, sub-contractors, and ma- 
chine tool builders, who constitute 
the basic contributors to better 
methods, higher production, and 
lower costs, all would like to pub- 
lish information about these develop- 
ments so that the entire country 
might benefit from more uniformity 
and better material delivered faster 
and at lower costs 

The media for the exchange or 
dissemination of information of this 
type logically are advertisements in 


nued mn page 





Get your share of this 
new business 


In just seven months, the volume of shipbuilding contracts has 
more than doubled, until today it is over a million and a quarter 
tons! With orders for at least 20 additional fast cargo vessels 
soon to come, and a Naval program scaled at better than $2 
billion now authorized, a greater boost in shipbuilding is due 
very soon. 


The shipbuilding market is lusty and active, the user of hundreds 
of materials and products that go into ship construction, out- 
fitting, and maintenance. Establish and cultivate the contacts 
you need to get this marine business. Revise your advertising 
plans if need be, but be sure to get aboard with regular space 
in Marine Engineering and Shipping Review. 

Write for marine market information; a sample of our free 
Weekly Marine Outlook Letter published for advertisers, and 
survey results showing buying © com of chief engineers who 
prefer Marine Engineering almost two-to-one over the next 
publication. 





PLAN NOW for the 1952 MARINE CATALOG 


The Marine Catalog and Buyers’ Directory is the reference 
publication that one leading marine buyer reports referring to 
some 50 times a week! More important now than ever, it should 
be on the selling program of every company that wants business 
in the expanding marine market 


MARINE ENGIN 
(Dp and Shipping Review 


mar } 
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employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Wesley gets scarce workers, 


wins friends with p.r. plan 


® A BUSINESS executive, who unfor- 
tunately must remain nameless in 
these columns, was recently elected 
to the board of trustees of a large 
hospital in an eastern city. Accus- 
tomed to dealing with machinery, 
and with thousands of employes as 
a unit, he found himself a trifle 
dazed by his exposure to the ad- 
ministrative mechanics of a modern 
hospital 

What mystified him more than 
anything else was the hospital's well- 
established public relations program, 


and a wide variety of devices for 
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communicating with employes, pa- 
tients, and the outside public 

It suddenly occurred to the new 
trustee that the hospital's public re- 
lations program was considerably 
bigger and infinitely more efficient 
than his own company’s. It struck 
him forcibly that the hospital was 
better known and better liked than 
his own company 

The hospital was a non-profit in- 
stitution, involving a staggering 
variety of contacts with benefactors, 
members, 


trustees, staff patients, 


the press and the outside public, and 


Industry's relations with 
Employes / Stockholders 
Distributors / Suppliers 


Neighbors 





it was markedly successful in satisfy- 
ing most of them most of the time. 
But what the hospital had, the com- 
pany lacked. 

At Wesley Memorial Hospital in 
Chicago, one of the best-known hos- 
pitals of the Middle West, one finds 
one of the best of public relations 
programs, in the hospital field or out 
of it. Many companies, large and 
small alike, could follow Wesley’s 
pattern profitably. The program is 
good because it was planned, and 
because the plan is followed 

When it was decided, a few years 
ago, that such a program was needed, 
Wesley officials, guided by outside 
counsel, tackled the problem of press 
relations first. The hospital did not 
presume, as so many companies are 
inclined to presume, that it was the 
sole judge of what the newspapers 
should print; on the contrary, it felt 
that the code which had been de- 
veloped between newspapers and 
Chicago hospitals would be more ef- 
fective at Wesley 
ployes could be educated to an un- 


derstanding of that code 


if hospital em- 


Press procedures .. The press re- 
lations officer from the hospital first 
made a personal visit to each news- 
paper, to discuss the problem and 
work out amicably a plan that would 
please everyone. The press yielded 
on certain points, the hospital yield- 
ed on others. The physical presence 
of the public relations man in the 
newspaper office was evidence to the 
newspaper that the hospital-press 
relations problem was recognized, 
that the sought the 
press’s opinion and advice and that 
it proposed to utilize that guidance. 
It is a simple matter for industry to 
face the issue just as squarely, in 


institution 


exactly the same way 


ntinued on page 50 








| HERE’S THE ANSWER TO A 
| CRITICAL PROBLEM = and 
| what you can do about it... 

















American business—your business—has a double 
job to do from now on. One is to help produce De- 
fense materials fast and in volume. The other is to 
protect the civilian economy in every way consistent 
with delivering on Job No. 1. 

But the essential ingredient for success in both 
tasks is almost certain to become increasingly scarce. 
That element is MANpower . . upon which, basically, 
all production operations depend. 

There is only one way to increase productivity per 
hour enough to make up for the missing MANpower. 
That’s HORSEpower . . which in usable form means 
the KILOWATT . . 

Certain positive steps can and must be taken to 
insure that those extra Kilowatts are available. ELEC- 
TRIC LIGHT AND POWER, for 29 years serving ex- 
clusively the entire Electric Utility industry, is launch- 
ing a concrete program to help all industry take 
those steps. 

This “KILOWATTS—Muscles for America” pro- 
gram will be inaugurated in the June issue of the 
magazine, traditionally a “Report to the Nation” on 


potential results to be obtained in terms of greater indus- 
trial output, the entire issue will be devoted to ways and 
means of putting the program into effect immediately. All 
future issues will carry forward the program as the maga- 
zine’s prime editorial objective for the duration of the 
mobilization period. 


YOUR PART IN THIS PROGRAM IS IMPORTANT. You 

| i now have the opportunity to make equally sincere contribu- 
tions to the Defense program, and to the successful future 

of your business, with one of the most positive forces at 


ja V/ your disposal—your advertising. We urge you to write us 
To Back Defense wise ws 


for the actual data which makes the “KILOWA 


~ Build Future! Muscles for America” program so vital. You should also 
To the have the facts about why, with ELECTRIC LIGHT AND 


POWER coverage, you can be sure of exceptionally high 
the status of the Electric Utility industry. In addition readership in the June and subsequent issues by top man- 
to a clear and documented summary of the need for agement—and about other special advantages which the 
increased power production, and an analysis of the program offers you. 


IF YOU ARE A SUPPLIER TO THE ELECTRIC UTILITY FIELD—OR IF YOUR PRODUCT OR SERVICE IN 
ANY WAY DEPENDS UPON ADEQUATE ELECTRIC POWER SUPPLY— 


SEND FOR THE FOLDER TODAY! 


sSELECTRIC LIGHT AND POWER = 


22 EAST HURON STREET. CHICAGO II. ILLINOIS 
CLEVELAND 15 . . 1836 Euclid Avenue... . 101 Park Avenue .. NEW YORK 17 


West Coast — McDonald-Thompson 


SAN FRANCISCO 5 LOS ANGELES 5 SEATTLE 1 
Se eee ee ee 3727 W. Sixth St. - + « « « Terminal Sales Bldg. 
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Whats ahead'in the 


Metalworking is set to break all 
records for physical output during 


the Fifties. Even the most con- 


servative estimates indicate a 
Sod + - 


market greater by 


Here is 


industry 


1. Uncle Sam's mobilization pro- 
gram calls fcr tanks, guns and other 
“hard goods" amounting to billions 
of dollars. Steel mil expansion 
under way will provide for this, but 
armament isn't the only thing that 
will chew up tremendous quantities 


f steel. 


The steel industry faces the 
nge of keeping our home econ- 
Civilian needs -- for 
houses, cars, appliances, utensils, 
farm and business equipment -- and 
the thousands of other things made 
f steel -- are growing tremendously. 


What's more -- by 1960 there 
will be 168.9 million people in 
America, according to conservative 
estimates. That's roughly 18 mil- 
lion more than today a poten- 
tial market over 10% bigger th: 
right now. More people need more 


ip, this presents a promising 


k for all who have a stake in 





S/EEL INDUSTRY. -— 


his rapidly growing market. But it STEEL is your "four lane highway" 
ffers the greatest opportunity for for conveying product information 
those who lift their sights to the to Management, Production, Engineer- 
ig target ahead -- determine where ing and Purchasing officials in the 
they want to be by 1960 -- and lay plants doing well over 90% of all 
plans for it now. Make sure the metalworking business. These are 
men who operate the steel plants the men you must reach to sell more 
know your products. and their advan- to the steel mills, foundries and 
tages. manufacturers making up the world's 
biggest market. 
STEEL Magazine gives you a direct 
line of communication to key men 
throughout the steel plants -- and 
the whole metalworking market 


A PENTON PUBLICATION 


STEEL ~ 


THE PENTON PUBLISHING COMPANY + CLEVELAND 13, OHIO J 
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Out of the newspaper conference, 
Wesley developed a press standard of 
procedure. This provides for methods 
of handling press contacts, in per- 
son and by phone 

The hospital, being an around-the- 
clock operation, makes provision for 
night calls when the public relations 
office is closed. Today the newspa- 
pers know with whom to deal, at 
whatever hour. Hitches can develop, 
of course, but no longer are report- 
ers shunted from official to official 

There is a sharp parallel here in 
industry. In the smaller companies, 
relations are so 


espec ially 


press 
fouled in red tape that re porters Car 
not secure information accurately o1 
n time. If a single official is desig- 
nated to handle these matters and 
meone named to pinch-hit for him 
n his absence a lot of friction be- 
tween press and companies will sub- 


side. The 


through a competent authority: this 


press prefers to work 
system helps assure story accuracy 


nd saves time 


Because of the nature of a hospi- 


tal’s activity, Wesley worked out a 
plan for handling press inquiries un- 
der all conditions, and at all hours 


When the 


memorandum on press relations was 


routine was established, a 


issued to all hospital personnel who 
ght conceivably have something 


do with the press. The network 


was large and essential to efficient 
press relations at the hospital; a 
company need have no such elabo- 
rate system, but it should work as 
we ll 

After the memorandum had been 
distributed, the hospital arranged for 
meetings of the personnel to whom 
At these 


conferences, the public relations of- 


the memo had been sent 


ficial went over each paragraph, and 
nvited questions 

In this way, the hospital people 
developed not only a more coop- 
erative attitude toward the press, but 
gained a new appreciation of the 
value of good press relations for the 


Also 


lations office was able to encourage 


hospital itself the public re- 
the staff to inform the office of any 
news event as quickly as it occurred 


The public relations office then has 


Wells .. 


He puts pertinence and p. r. 


into group conferences 


®@ THE SCENE iS an association con- 
ference. The delegates are in their 
chairs, waiting for the show to begin 
The presiding officer lumbers to his 
lectern, riffles among his papers. Af- 
ter 15 minutes of generalities, he in- 
troduces the speaker, who is shifting 
nervously beside him 

The speaker's name is mispro- 
nounced. His affiliations are inaccu- 
rately described. When he rises to 
deliver his talk, the speaker confess- 
es first that he knows nothing about 
the field. The audience stirs uneasily 
Forty minutes later the speaker, hav- 
ing said nothing, concludes the tor- 
ture. The audience storms the exits, 
leaving the speaker alone at the 
table, puzzled and forlorn 

This isn’t an unusual scene; it’s a 
common scene. It is representative 
of the wholesale mismating of speak- 
er and audience, and is symbolic of 
the program developed by hit-or- 
miss methods 

The Blue Cross Commission be- 
lieves it has a conference program 
technique that abolishes hit-or-miss 
The commission is the coordinating 
agency for all Blue Cross Plans. Con- 
ference arrangements are handled 
by Lawrence C. Wells, assistant di- 


rector 


Here are the details of a Wells- 
planned program: 

His office starts several months 
ahead, mailing questionnaires to 
delegates who will attend. Question- 
naires help determine topics for dis- 
cussion 

Mr. Wells writes each speaker a 
detailed letter, outlining the scope 
of the talk and citing the specific 
points the speaker will be expected 
to bring out. With the letter goes a 
background file on the commission, 
so the speaker can know his group 
better. Each speaker is invited to a 
luncheon with the commission's pub- 
lic relations staff, well in advance of 
the meeting, to discuss the speaker's 
address. (If he’s an out-of-town 
speaker, the commission will send a 
man to the speaker's city to meet 
with him and talk things over). 
This way, the commission knows its 
speaker and the speaker knows the 
commission thoroughly 

Speakers sometimes submit their 
manuscripts in advance, not for 
censorship but for helpful guidance 

The commission tries to show the 
speaker that his work is appreciated 
At the conference, no speaker is al- 
lowed to be left alone. The staff sees 
that each speaker meets those inter- 
ested in his specific topic. Delegates 
are invited to participate in question- 
and-answer discussions and to meet 
the speakers in person after the talks. 

At the conferences, the speaker is 
the honored guest, and he is made to 
feel so. The year following his talk, 
he is invited to return. This almost 
incredible courtesy is extended be- 
cause “you had a big job to do for 
us last year; this year we want you 
to come along and simply enjoy our 
hospitality.” 

Every delegate, upon his return 
home, receives a list of the speakers’ 
names and addresses, in the event 
delegates wish to write them. Every 
speaker, upon his return home, has 
a pleasant memory of being well 


treated by new friends 


the facts of any newsworthy case 
before the newspapers call, and is 
prepared to provide intelligent in- 
formation quickly 

Here again is the parallel with in- 
dustry. Many resentments toward 


companies have been built up in the 


minds of the press because of poor 
organization within the company. 
The newspaper reporter, his eye 
glued to the clock, telephones for 
information and is shunted around 
the company switchboard from one 
official to another. No single person 





. FOR eames, 


T. L’s combination of big paid circulation 
plus Directed Distribution is most effective method 
of completely covering textile buying power 


TEXTILE INDUSTRIES circulation produces more 
business for advertisers because it is scientific- 
ally balanced in three ways—geographically, 
by industry divisions, and by plants in accord- 
ance with the buying power of each. 

The T.1. plan is based on a continuing check 


rifle-shot coverage of those few inaccessible but 
very influential operating officials and depart- 
ment heads who are missed by even the best 
of paid circulations. 

This plan makes sense. Because it does, T.I. 
produces substantial results for advertisers. 


which keeps us informed on who—and where Try it—you'll see. 
—are the industry's worthwhile buying 
influences. 

Circulation effort beamed along this line has 
built for T.I. a net paid among production and 
management men which is the largest domestic 
mill circulation of ANY textile publication. | 


+ 





MILLIONS OF DOLLARS IN 
U. S. GOVERNMENT DEFENSE ORDERS 
SPUR TEXTILE ACTIVITY 


Assurance of continued high in- 
come is enabling mills to increase 
expenditures on their plant mod- 
ernization programs. Greater tha 

ever is the d d for ip t 
methods and supplies that step-up 
production efficiency. 


T.I. supplements this big net paid with 
Directed Distribution. Advertisers thus get 








t.. LEADS ww cincucation waere 
MILL PURCHASES ARE GREATEST 


Wherever you find mill activity, there in 
direct proportion do you find mill purchas- 
ing. Plants of New England and of the 
South, operating 94% of the country’s 
spindles and 86% of the looms, account for 
the vast bulk of all U. S. textile purchases. 
In this great buying market T. I. has more 
readers than any other textile journal. 





Textile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ga. 
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25 leading agencies 


pages rank 
1950 1949 1949 





advertising agencies ]. Walter Thompson 18,209 

Batten. Barton. Durstine & Osborn 15.962 

Fuller & Smith & Ross 15,949 

G. M. Basford 10.939 

The Buchen Co. 8.242 

Albert Frank-Guenther Law. Inc. 6.983 

McCann-Erickson. Inc. , 6.301 

hd . Cockfield, Brown & Co.. Lid. 5.621 

in business papers pom Cums 6 bullies ae 
Klau-Van Pietersom-Dunlap 

Associates, Inc. .. $.040 

Griswold-Eshleman Co. - 5.024 

MacLaren Advertising Co.. Ltd. 4.982 

Meldrum & Fewsmith. Inc. 4.818 

MacManus, John & Adams, Inc. 4.783 

James Thomas Chirurg Co. 4.643 

® ADVERTISING AGENCIES increased their billings in Russell T. Gray. Inc. 4.329 

business papers in 1950 Charles W. Hoyt Co.. Inc. 4,238 

An exclusive annual tabulation by InpuUSTRIAL Sutherland-Abbott 4.036 

MARKETING showed that 506 agencies last year Campbell-Ewald Co. ; 3.961 

placed 377,009 pages in business papers a 35 Walsh Advertising Co.. Ltd. 3.741 

increase over the 364,220 pages placed by the same Horton-Noyes Co. 3.673 

agencies in 1949. With addition of 44 other agen- Compton Advertising. Inc. 3.652 

1949 Walker & Downing 3.627 


billings, the tabulation showed that 551 agencies re oe Co. = 


placed 387,520 pages in 1950 aianee 
J. Walter Thompson continued to hold first place Total pages placed by top 25 agencies ._.161.022 152.4 


cies that for various reasons did not report 


with 18,209 pages, a 7.5°% annual rise Jot listed las! year 


rank pages rank pages 
1950 1950 1948 1950 1950 


Abramson, Ervin R Advertising 456 423 32 Beeson -Faller-Reichert 
Ad Art Associates 6 4 118 Belden & Hickox 
Ad Fried Advertising Agency 312 i : Bell Advertising Agency 
Adkins, A. I Co 100 32: Benham Advertising ‘ 
Admiral Advertising Agency 92 7 q Benjamin, Herbert S.. Associates 
Ad Scribe 10 3 Bennett-Advertising 
Advertising Corp 093 Best, Frank, & Co 
Advertising Design q 257 Bete, Channing L., Co 
Advertising, Inc d 3 3 Blaine Co 
Advertising Producers-Associated 323 7 28: Blakemore Co 
Advertising Production Service 3° 3 285 Bobley Co 
Advertising Service Agency 3 a Bonsib Advertising Agency 
Advisors. Ir (Fort Wayne, Ind.) . 
Aldridge, A ociates Bonsib, Bill, Advertising Agency (Denver 
Allen & Reynolds Bourne Associates 
Andes, Wm. D Bracy & Bracy 
Andrews Agency Bradley, John, Co 
Armstrong Advertising Agency Brady, Richard H., Co 
Ashby, Inc Braitsch, Arthur, Advertising 
Associated Advertising Agency Brand, Michael, Associates 

Los Angeles Brandt Advertising Company 
Associated Advertising Agency Brandt, Richard T 

(Wichita, Kans 237 : Breth, R. C., Inc 
Atherton & Currie Sriggs & Varley 
Aves, Wesley & Asso > : Brooke, Smith, French & Dorrance 
Axelsen Advertising 32 Brooks, S. M., Advertising Agency 

Brooks & London : 

Brooks-Pollard Co Seee 
Brown, Byron H., & Staff 
Brown Advertising Agency eee 
Brown, E. H., Advertising Agency 


Badke, W. H., Advertising Agency 
Barlow Advertising Agency 7 
Barnett & Barnett 38 
Basford, G. M., Cx 10.939 
Batten. Barton. Durstine & Osborn 15.962 732 315 Browne, Wilson, Advertising 
Batz-Hodgson-Neuwoehner Advertising Buchen Co 

Agency 815 632 Buckley Organization 
Bayless-Kerr Co 1,733 1,678 : Buckner, Craig & Webster Advertising Agency 
Beaumont, Heller & Sperling 1.697 1.780 Burke, R. J., Advertising ° . 


*"New agency ie agency April, 1949 





ADVERTISING RESEARCH FOUNDATION Keadershie Study 


in AMERICAN BUILDER 


of the qualified readers interviewed remem- 
bered seeing one or more of the advertise- 
ments measured. 


of the AMERICAN BUILDER readers who 
claimed to have purchasing influence stated 
that they specify or recommend makes or 
brands. 


of the home subscribers interviewed stated 
they read every issue of AMERICAN BUILDER. 


of the AMERICAN BUILDER readers inter- 
viewed remembered seeing one particular 
black and white advertisement. 


Send for Summary of A.R.F. Study 


This 16-page file-size booklet contains the essential facts shown in 
the comprehensive 192-page A.R.F. Readership Study of AMERI- 
CAN BUILDER. Use this impartial study to guide you in planning 
sales and advertising to the responsive AMERICAN BUILDER audi- 
eneeueen ence. This new kind of copy and idea book is valuable to sales and 
R Wj] LT YER advertising executives responsible for the sale of products to the 
? huge light construction industry. Send for your booklet today. 








Ficst Im Member of Subseribers— 87.945 ABC 
First in Number of Advertisers—492 in 1950 
First ta Member of Adv. poges—-1.063 la 1908 





, 


hat you should . 








Who's who in NBP 


AHRENS PUBLISHING CO 
Restovrant Equipment Dealer 
AMERICAN PAINT JOURNAL CO. 
American Paint & O! Dealer 
American Painter & Decorator 
ASSOCIATED PUBLISHERS, INC 
Drilling 
ATLANTIC FISHERMAN, INC 
Atlantic Fisherman 
BILL BROTHERS PUBLISHING CORP. 
Yankee Food Merchant 
Rug Profits 
Premium Practice & Business Promotion 
Tires Services Station 
Grocer-Graphic 
Fountain Service 
BOAT STATISTICS & PUB. CO., INC. 
Boat & Equipment News 
THE BOATING INDUSTRY 
The Boating Industry 
BOOKHOUT-CHOATE-SCOTT, INC. 
Plumbing & Heating Journal 
Plumbing & !|'eating Wholesaler 
Sheet Metal Worker 
BUTTENHEIM-DIX PUB. CORP 
Contractors & Engineers Monthly 
THE BUTTERICK CO., INC. 
The Progressive Grocer 
EDWARD C. CARTER 
Snips 
CHILTON COMPANY, INC 
Hardware World 
Commercial Car Journal - 
Department Store Economist 
Spectator Property Insurance Review 
CONCRETE PUBLISHING CORP 
Concrete 
CONOVER-MAST PUBLICATIONS, INC 
Aviation Age 
Liquor Store & Dispenser 
Mill & Factory 
Conover-Mast Purchasing Directory 
CONSTRUCTION DIGEST 
Construction D.gest 
CONSTRUCTION NEWS MONTHLY 
Construction News Monthly 
CONSTRUCTION PUBLISHING CO 
New England Construction 
COOK PUBLICATIONS 
Self Service Grocer 
Voluntary & Cooperative Groups 
Magazine 
DIAMOND PUBLICATIONS 
Arizona Beverage Journal 
Arizona Food Merchant 
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DIESEL ENGINES, INC 
Diese! Progress 
DUN & BRADSTREET, INC. 
Dun's Review 
FINISHING PUBLICATIONS, INC. 
Organic Finishing 
Metol Finishing 
THE GAGE PUBLISHING COMPANY 
Electrical Manufacturing 
GARDNER PUBLICATIONS, INC. 
Products Finishing 
Modern Machine Shop 
GOLFDOM, INC 
Goltdom 
WM. R. GREGORY COMPANY 
Bokers Review 
HARVEY & HOWE, INC 
What's New in Home Economics 
HAYWOOD PUBLISHING COMPANY 
Packaging Parade 
Electrical Dealer 
Electric Light & Powe 
HITCHCOCK PUBLISHING CO. 
Machine & Tool Blue Book 
Wood Working Digest 
INDUSTRIAL PUBLISHING CO. 
Flow 
Die Castings 
Commercial Refrigeration & Air 
Conditioning 
Industry & Welding 
Applied Hydraulics 
Occupotional Hazards 
THE IRVING-CLOUD PUBLISHING CO. 
Jobber Topics 
Super Service Station 
JENKINS PUBLICATIONS, INC. 
Butane-Propane News 
Gas 
Western Metals 
KING PUBLICATIONS 
Western Industry 
LYNNES PUBLISHING CO 
Poultry Supply Dealer 
MARITIME ACTIVITY REPORTS, INC. 
Maritime Reporter 
MAUJER PUBLISHING CO 
Industry & Power 
MEAT, INC 
Meat 
MEAT MERCHANDISING, INC. 
Meat Merchandising 


1001 AB AS FS. Be. 


MECHANIZATION, INC. 
Mechonization 
Utilization 
MEDICAL ECONOMICS, INC. 
Medica! Economics 
RN 
MODERN RAILROADS PUBLISHING CO. 
Modern Railroads 
NATIONAL ELECTRICAL CONTRACTORS 
ASSOCIATION 
Qualified Contractor 
NATIONAL PETROLEUM PUB. CO 
Petroleum Processing 
NEW ENGLAND ELECTRICAL NEWS, INC. 
New England Electrical News 
New England Redio & Appliance News 
OFFICE PUBLICATIONS CO. 
Office 
ORAL HYGIENE, INC. 
Oral Hygiene 
PALMER PUBLICATIONS 
Sugeor 
World Petroleum 
THE PENTON PUBLISHING CO. 
Machine Design 
New Equipment Digest 
PUBLIC WORKS JOURNAL CORP. 
Public Works Magazine 
The Sewerage Manval 
PUTMAN PUBLISHING CO. 
Chemical Processing 
Food Processing 
REPORTS CORPORATION 
Constructioneer 
ROGERS PUBLISHING CO. 
Design News 
Purchasing News 
SHAW PUBLISHING COMPANY 
Petroleum Marketer 
W. 8. C. SMITH PUBLISHING CO. 
Southern Building Supplies 
SOUTHERN STATES BEVERAGE JOURNAL 
INC 
Southern States Beverage Journal 
THOMAS PUBLISHING CO 
Industrial Equipment News 
VANCE PUBLISHING CORP 
The Food Packer 
Wood 
VARIETY MERCHANDISER PUBLICATIONS 
Variety Merchandiser 
WATT PUBLISHING COMPANY 
Better Farming Methods 
Hotchery & Feed 


NATIONAL BUSINESS 


STREET, WW 





National Business Publications, Inc., is a non- 
profit association of the leading industrial, pro- 
fessional, scientific, merchandising and institu- 
tional magazines in the Controlled Circulation 
field. Each member publication is devoted to 
constructive promotion of the entire business 
press. NBP is the clearing house for an exchange 
of publishing information so necessary to the 
continued improvement of business publications. 

NBP is a dynamic, growing association of 59 
member companies, publishing 98 business maq- 
azines. Member publications employ over 2,000 
editors and carry more than 10,500 pages of spe- 
cialized editorial material for the trade, technical, 
scientific cnd professional fields. 

All NBP member publications are distributed 
by Controlled Circulation. Simply stated, each 
publication's readers are pre-selected on the 
basis of the similarity of their business, technical 
or professional interests. NBP publications, by 
using this scientific circulation method, can de- 
termine the number and quality of their readers. 
For example, one NBP magazine, with a poten- 
tial circulation of 400,000 retail outlets, limits its 


coverage to the 100,000 doing the largest annual 
volume of business. Another NBP publication's 
17,000 circulation reaches readers responsible 
for more than 90 per cent of the purchases in 
that industry. 

Business reading habits parallel occupational 
interests ...the reader's occupation or profes- 
sion is the best measure of his eagerness to read, 
his motivation while reading, and consequently 
his value to the advertiser. By selecting readers 
on the basis of their known specialized reading 
interests, NBP publications provide near-perfect 
coverage in their specialized fields, and offer 
cover-to-cover readership for maximum adver- 
tising results. 

When you specify N3P magazines, your ad- 
vertising message rubs shoulders with editorial 
material that is read by a constantly re-evalu- 
ated audience of “buyers”. Because they single 
out “purchasing power” in their respective 
fields; because they perform an editorial serv- 
ice that guarantees maximum readership... 
NBP publications offer you, the advertiser, an 
outstanding value for your advertising dollar. 


NBP Principles of Practice 


These principles— subscribed and adhered to by every member of NATIONAL BUSINESS PUBLICATIONS, INC. 
— guarantee the integrity and performance of each publication bearing the NBP emblem. They give reader 


aA 





and advertiser alike a sound basis for accep 
Unbiased editorial content 
. Non-acceptance of questionable advertising. 
. Periodic reader-interest evaluation 
. Uniform rates to all advertisers 


. Exchange of intelligence to further business 
publication progress 


e and 


6. Meet competition fairly and factually. 
7. Cooperate with accredited trade and 
professional associations. 
. Promote the business press in the public interest. 
. Provide editorial and promotional assistance to the 
Government of the U.S 
. Active allegiance to the American free enterprise system. 


RMATION ABOUT Ngp 


PUBLICATION, lh. 


SS SRE S 7 8 SS a ee 


THE SELECTIVE MEDIA GROUP 


, a, 
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370 


352 


«Not 


*New agency 


New 


Formerly 
Formerly F. A 


New 


Burlingame-Grossman Advertising Agency 
Butler Advertising 

Byer & Bowman 

Byrde, Richard & Pound 


Caldwell 
Caldwell 
Callaway 
Roger T., Associates 

c Calvin L., Jr.. Advertising Agency 
Campbell-Ewald Cx 
{ 

< 

Cc 


Alfred B 
Larkin & Co 
Associates 
ise 
lausel 
untor, Solis S 
Advertising Agency 
ary-Hill 
Cayton 


arter 


Advertising Agen 

Art Studios 

Chrvyst 

rurg Thomas, Cx 
Clark & Weiss Ad 
Clark, Darwin H., ¢ 
Clarkson, W. G Jr 


Central 
Central 
Chapman & 
ct James 


ertising Agency 
Advertising 
Carr. Clinton D - Ce 
Cockfield trown & Co 
Colle, Alfred, Co 
Compton Advertisin 

stock & Co 

on Co 

3altzer 


Yettler & 


Advertising Agen 
Advert 
peland, Allan J 

wk, J. A 
ox Advertising 
Chambers, W. Craig 
Krasselt Co 
Critchfield & Co 
Samuel, ¢ 


ruction neg Ser 
Advertis 

Advertis : 

Agency 

Inc 


Croot 
( ming 


ringhar 


& Hamilton 
& McKinne 
Charles H 

is-Dan 


Greene o 


Da 


Inc 


Advert 
sing Agen 


rd & Shenfield 


verti 


Bernt 
Kitchen & Mc‘ 
Drennan, Albert A 
Droke, Maxwell, In 
Dubin Advertising 


& Dev 


Dane 
Dovle ck 
vertising 


Advertising 


Agency 
dridge, Inc 
Advertising 
Ad 


an 


ertising Corp 
Benjamin, ¢ 
Advertising 


Associates 


F.H 
Fadell Co 
Fadell, Fred, & Assn 


Advertising 


available 
New 

1950 New 

Duffes & Co 

ing Agency 


agency Oct 
Comstock 
Ensign Advertis 
1, 1950 


agency Jan 


Successor 


Fairbairn, John B., Advertising 
Farrall, Rex. Inc 

Federal Advertising Agency 

Felt Advertising 

Ferrer, S. M 

Field, William Hill 

First United Broadcasters 

Fisher, David E., Advertising Agency 
Foehl & Beck Advertising Agency 
Foltz-Wessinger, Inc 

Food Research & Advertising 
Foote, Cone & Belding 

Fort & Co 

Foulke Agency 

Fox & Mackenzie 

Albert Frank-Guenther Law, Inc 
Frank, Herbert W., Advertising Agency 
Frank, Julian, & Associates 
Frankel, Jones, Co 

Frankel, Norman, Advertising 
Franklin & Gladney 
Frederick-Clinton Co 

Frederick, Franz & MacCowan 
Freiberger, Curt, & Co 

Freiwald & Coleman 

French, Oakleigh R., & Associates 
Freystadt, E. M., Associates 
Friend-Krieger Advertising Agency“ 
Fritsche, W. J., Co., Advertising 
Frost, Harry M., Co., Advertising 
Fuller & Smith & Ross 

Fulton, Morrissey Co 


150 


213 
305 
925 
747 
15 

50 
284 
15.949 
425 


141 
94 
244 


Gallagher, Robert A., Advertising 
Galloway-Wallace Advertising Agency 
Galloway, Wendell C., Industrial Advertising 
Gardner Advertising Agency 
Gates-Bourgeois Advertising Agency 
Geare-Marston 

Associates 

Advertising Agency 

Gillham Advertising Agency 

Gittins, Bert S 

Glew Advertising Agency 
Glenn-Jordan-Stoetzel 

Stephen, Goerl, Associates 

Goldberg, Nate. Advertising Agency 

Golden, John W., Advertising 

Goldsmith Co 

Goodkind, Joice & Morgan 

Goold & Tierney 

Gonda, Francis D., Co 

Gordon-Allison & Co 

Grant & Wadsworth 

Grant, J., Co 

Gray & Rogers 
Charles M.., 
Russell T 
Green-Brodie 
Burstin 


Gemmer 


Gibbons 


& Associates 
Inc 


Gray 
Gray 
Greenfield Advertising Agency 
Greenhaw & Rush 

Greenthal, Monroe, Co 

Griffith & Rowland 
Griffith-MecCarthy 

Grindle, A. V., Advertising Agency 
Griswold-Eshleman Co 

Gross, L. H., & Associates 

Stanley S.. & Associates 
Grossfeld, Edw. A., & Staff 

Art Advertising 
Guenther Associates 

Gundel, Torkel, Advertising 

Gutman Advertising Co 

Gutman Advertising Service 


Gross 


Gruber Associates 


Halpin, John L., Advertising 
Yamburger, Edward. Advertising Co 
Hamilton Advertising Agency 


380 
1.016 


Oct 
Sept 
Friend 


1949 
1949 
Advertising Agency 


agency 
agency 
to 


1950 figures are for 6 


months only 
“New agency May 


1949 





WHEN TODAY'S “WAR EMERGENCY” 
BARS YOUR SALESMEN 






























































Refinery Catalog sells inside 


98% of all refining operations 


PREFERRED—Refinery Catalog gets your refining industry 
catalog data through the gate into the hands of buyers and 
specifiers and keeps it there. 98% of oil processing plant 
buyers say they use the Refinery Catalog to specify, order 
and recommend equipment and materials. Through twenty 
years of consistent usage these engineers have developed the 
habit of “looking it up first in the Refinery Catalog.” 


THOROUGH— Copies are distributed directly to individuals 
responsible for 98% of refining, natural gasoline and petro- 
chemical plant operations throughout the world—99.8% of 
U. S. operations. These copies are sent upon specific requests 
from a recognized oil company or contracting 
firm executive to men designated by name, 
title and/or function as having influence or 
authority in the buying of equipment and ma- 
terials. Name your prospects, and check them 
against Refinery Catalog’s distribution list-- 
your Refinery Catalog representative will gladly 


NEW YORK 17—Roger Mothera! (Vice President Eastern Sales), Nelson Bigelow, 
250 Park Avenue, Eldorado 54012 @ CLEVELAND 15—Bili Westfall, 1010 Euclid 
Ave., Main 1-2550 @ CHICAGO 4—H. G. Fitzpotrick, 332 So. Michigan Ave., 
Wabash 2-9330 @ TULSA 3—Bill Atcheson, Hunt Building, Phone 3-1844 @ 
LOS ANGELES—Jay Curts, W. W. Wilson Bidg., Hunting Pork, Jeff 1219 
@ HOUSTON—Charley Wyatt, Doug Craig, P. O. Box 2608, Linden 3141. 





show you this world’s most complete, most authoritative 
list of refinery, natural gasoline and petrochemical plant 


buyers 


INEXPENSIVe—8 pages for as little as ‘$1160—2-edition 
rate. Individually distributed catalogs—to make comparable 
impression—require expensive art work, paper stock, covers, 
facilities for mailing and padding to give size, weight and 
prestige—whereas Refinery Catalog is referred to for its 
own value. You can estimate better than we how much it 
costs you in lost sales to miss having your sales data at 
hand when a buyer needs it. When you file your catalog 
in Refinery Catalog, it has escaped the waste 
basket, the dark corner and the vagaries of 
filing systems. Call your Refinery Catalog 
representative today—he will show you how 
to save your salesmen's time and how this more 
effective cataloging method can pay dividends 
for you. 


REFINERY 
CATALOG 
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sales promotion 


comment on catalogs 


exhibits / motion pictures 


x» 


‘x 


+ 


Me nervous? Bless you. no, doctor. Glare never bothers me a bit! 


I'm not the nervous type. 


Bouncing babies. . 

















ideas 


booklets / direct mail 


slide films / sales helps 


But. doctor . . 
I only wanted an eye examination! 





~~~ TOLEDO STORY 


. 
N.E. D.'S atest study on coverage, readership and reader 
action has just been completed. A copy is yours for the asking... 





and we know you'll enjoy studying it. 








In this report, we have focused attention on one typical city and 
really “taken the lid off it’’. Every manufacturing plant was 
examined and evaluated. Every copy of N.E.D. was “tracked 
down” and the individual readers were contacted. Information 
was secured from nearly every man on the inquiries produced 
and purchases made through reading New Equipment Digest. 


“The Toledo Story”’ will give you a chance to see exactly how one 
industrial publication operates in an average industrial city. 


Write for your copy today. 


= 


65,100 
WOPIES 
a. 
istribution) 


it 42,425 » ——~— 
} ANTS — 

ap an ane 
A PENTON PUBLICATION sa 


a oe 


1213 West Third Street 


Cleveland 13, Ohio 
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With activity in the aircraft industry increasing with jet 
propelled speed, MACHINERY’S Eleventh Aircraft Pro- 
duction Number will be more important this year than at 
any time since the close of World War II. As in the past. 
this issue will be of immediate interest to all aircraft manu- 
facturers. However, what is equally important is the fact 
that the information it contains will be thoroughly read 
by engineering and manufacturing executives in every 
branch of the metalworking industries. These men look 
forward to the publication of MACHINERY’S Aircraft 
Production Number because they know that many of 
the methods developed by the fast-moving aircraft in- 
dustry can be employed or adapted for use by in- 
dustries in other fields. Even now we are receiving re- 
quests for articles published in the Aircraft Numbers dur- 











ing the last war. Applying past experience, we know that 
the July 195] Aircraft Production Number will be kept 
for reference for many months after its publication. Here 
is an opportunity to deliver a long-lasting sales message 
directly to the metalworking executives who are most in- 
terested in new methods and new products; the men who, 
in fact, actually control purchase of the equipment and 
materials used in every step in the manufacture of every 
metal product, from an airplane to an electric toaster. 
The July Aireraft Production Number of MACHINERY 
offers the most effective kind of support for your adver- 
tising—editorial content that commands intense, lasting 
interest of readers in key positions at every level of metal- 
working management. Closing date is June Sth. Don't 


miss it! 








PRODUCTION NUMBER - JULY 1951 


HOW MANY OF THE PLANES ABOVE CAN YOU IDENTIFY? Reading from top left to bottom right they are 
Top row— Lockheed F-94 radar-equipped jet interceptor; Boeing B47 A “Stratojet bomber; North American 
F-86 “Sabre” jet interceptor; Northrop X-4 research plane. Second row — Republic F-84 F “Thunderjet” fighter; 
Boeing C-97 A “Stratofreighter". Bottom row — Northrop YB-49 “Flying Wing" jet bomber; North American 
B-45 “Tornado” jet bomber; Boeing B-50 D “Superfortress. 
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How to sell engineers 
and designers on a new idea 


What do you do when you intro- 
duce a new product and customers 
are hard to convince that it's really 
new? 

Paul Valve Corp., New York, was 
with that after 


developing a valve which the com- 


pressed problem 


pany believed was a new idea but 
which some engineers and designers 
believed was merely a variation on 
an old idea 

To present its case, the company 


produced a _ two-piece, cardboard 


model that can be manipulated to 
demonstrate the working principle 


of the vaive. One piece represents 


the valve stem, ball cage and ball 
These parts slide downward. At the 
end of the movement, the ball cage 


} 


and ball change direction and slide 


horizontally into the alve seat, clos- 
ng the valve 

The cardboard model was made in- 
folder. Printed 


a flat, three-page 
I 


colors of lacquer-coated 
tough-check card, the {!., 

model is used as a direct mail 

pfece being distributed by 


and S 


as they call on prospective 


saresmet 
customers. Some 5,000 pieces were 
printed 

Incidental intelligence the idea 
was conceived by Robert D. Towne 
vice-president and treasurer, W. L 
Towne New York 
agency on the acx while riding 
to the office on a New York, New 
Haven & Hartford train. Mr 


said that he first planned on plastic 


Advertising 


ount 
Towne 


but switched to cardboard to cut 


costs 


Industrial exhibitors offered 
novel package at state fairs 


Under a unique arrangement, 
state fairs will offe: display space 
a package basis to industrial ex- 
hibitors next fall 
enter any 


Exhibitors may com- 


bination of fairs or all 13 under one 
contract. The calling them- 
selves the Middle-West Fair Circuit 
will sell exhibit space through one 
representative May & 


Woodhouse, Chicago publishers rep- 


fairs 


exclusively 
resentative. A major purpose of the 
arrangement is to offer uniform rates 
and exhibit space regulations to ex- 


hibitors and otherwise to make it 


GUSTIN-GACOM MANUFACTURING Ce. 


aaaas OTT =O 


= one ARS FRAO RR RARE LO ERED ETO Chee 


Rabbit's Ears . . 


easier for them to enter the fairs. 

Exhibitors are largely manufac- 
turers, distributors and jobbers aim- 
The fairs, 
with 7,000,000 


visitors, run from August to October 


ing at the farm market 
attendance totaling 
The fairs are held annually in ten 


midwestern and southwestern states 


Piette tet at eta detataietatees | 


' Pome tees 


Day and Night . 


“ 


wor Fen 




















All Other 7,901 


All Other 8,060 














CONOVER-MAST THOMAS’ REGISTER MAC RAE'S BLUE BOOK 
PURCHASING DIRECTORY Total Circulation 20,279 Total Circulation 18,401 
Total Circulation 24,760 


Circulation Value 
84% More Manufacturing Circulation* 
Than Any Other Directory 


Yes, and more manufacturing circulation with 
the Conover-Mast Purcuasinc Directory than 
with the other two directories combined. That’s 
quite a bonus, especially since the circulation 
is confined to the larger plants—those that do 
80% to 90% of the buying. 


*Data Source: CCA and ABC statements for December, 1949 


onover Nast 
PURCHASING 


DIRECTORY 


In the Industrial Field 


| torKPSULIS 


When Selecting Sources of Supply 
THIS BOOK IS USED 


Whether it is because of its completeness, ease of handling, 
compactness, or whatever the reason for using Conover-Mast 
Purcuasinc Directory at the time of selecting sources of 
supply for equipment, parts, and materials, the fact that it 
is used is your assurance of getting results from advertising 
in this widest directory coverage of industrial buyers. Below 
are quotations from signed original letters. The file of 
thousands of such letters is open for inspection by anyone 
at any time in our New York office. 


Automotive Parts Manufacturer. 

“Only directory used in our 

plant for some time.” 
Signed—Purchasing Agent 


Paper Manufacturer. “Answers 
our requirements better than 
any other.” 

Signed—Purchasing Agent 


Equipment Manufacturer. “Due 
to compactness and ‘easy to find’ 
characteristics, we prefer it to 
all others.” 

Signed—Purchasing Agent 


Railroad. “Invaluable. Its size 
recommends it. So many direc- 
tories are cumbersome. Yours is 
a quick reference volume.” 
Signed—Storekeeper 


Powder Company. “Kept within 
easy reach as we consult it on 
practically every new purchase.” 
Signed—Maintenance Engineer 


Power Plant Equipment Manu- 
facturer. “We use this directory 
exclusively for locating sources 
of all types of material and ma- 
chinery.” 

Signed—Industrial Engineer 


Cable Manufacturer. “Most used 
directory both in our office and 
in the factory.” 

Signed—Plant Engineer 


Automotive Parts Manufacturer. 

“This is the most used directory 

in the plant.” 
Signed—Production Engineer 


Manufacturer of Chemicals.“Our 
shortest cut for purchasing in- 
formation.” 

Signed—Plant Buyer 


Machine Manufacturer. “We use 
it in preference to any other.” 
Signed—V. P. & Pur. Agent 


The Conover-Mast Purcuasinc Directory is your best channel 
for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 
needed in industry. 


Chicago 11, Ill., 737 North Michigan Ave. 
New York 17, N. Y., 205 East 42nd St. 
Cleveland 14, Ohio, 435 Leader Bidg. 

Los Angeles 36, Colif., 5478 Wilshire Bivd. 
Philadelphia, Pa., 333 Kent Rd., Bala-Cynwyd 
Birmingham, Mich., 1236 Bates St. 

Taunton, Mass., 9 Earl St. 

Westport, Conn., Bay St. 

Pockanack Loke, N. J., 114 Beechwood Drive 


Whitehall 4-6612 
Murray Hill 9-3250 
Cherry 1-7788 
Whitney 8055 
Cynwyd 4971 
Birmingham 2844M 
Taunton 2-1987 

‘ Westport 2-3106 
Mountain View 8-0255 
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in business papers 


March volume 5.5% (in pages) over 1950 


1950 change | %, change 


+ Nn + s 
P 61t 94 


an 8.1 


65 


x 


Grand total 


Year to date volume 5.3 (in pages) over 1950 


1951 1950 page change °, change 


Grand total 


pages 
Industrial group 1951 19s Industrial group 
Aero Digest 8&2 69 Chemical Engineering 
American Aviation (bi “47 Chemical Industries Week 
American Builder 155 Chemical Processing 
American City ; 7 Civil Engineering 
rican Dyestuff Reporter Coal Age 

d erican Machinist (bi-w Coal Mining 
American Printer Commercial Car Journal 
Analytical Chemistry Construction Digest (bi-w 
Architectural Record { Constructioneer 
Arts & Architecture ‘ Construction Equipment 
Automotive Industries Construction Methods & 

semi-mo &317 2 Equipment 
Aviation Age 5 : Construction News Monthly 
Aviation Week Constructor 

Contractors & Engineers 


Bakers’ Helper (bi-w Monthly (94x14) 


Bedding 
Road 
Boxboard Cvatainers Dairy Record 
Brewers’ Digest Design News ; 
Brick & Clay Record - ower | Frostess 9x12 
Bus Transportation 3 Drilling son Age 
. Pre » News 
a eee New Drug & Cosmetic Industry 
Butter, Cheese & Milk 
Products Journal tg Electric Light & Power 
Electrical Construction & 
Maintenance 
Ceramic Industry Electrical Engineering 
Chemical & Engineering Electrical South 
News (w 7 Electrical West 
Electrical World (w 
Electronics 
Engineering & Mining 
Journal 
Engineering News-Record 
w. 


Canner (w 





Excavating Engineer 


SIncludes a special issue F hak Management & 
*Includes classified advertising Fire Enginecrine 
estimate . 
~~ — Fleet Owner 
’ Three > Food Industries 
iree issues Food Packer 
. pone i Food Processing 
; Foundry 


7x10 units, sold as pages 
Does not include advertising in special Gas 
Ga 


Western section Age (bi-w 


March ad volume up 5.5% 
jor 259 business papers 


® BUSINESS PAPERS sold 5.5% more 
pages of space in March than in the 
corresponding month last year. 

This was a monthly gain of 1,620 
pages for the month, with year to 
date totals up 5.3%, or 87,708 pages, 
compared with 83,320 pages in 1950. 
Figures are based on INDUSTRIAL 
MARKETING’ tabulation of reports 
from 259 publications. 

The industrial group, 153 report- 
ing, gained 9.4%, or 1,610 pages, the 
highest so far this year. Year to date 
figures are up 8.8°%%, or 4,237 pages. 
The product news group, seven pub- 
lications reporting 1/9 page units, 
went up 8.1% in March, and 10.8%, 
or 672 units, for the first quarter of 
1951. 

In the trade group, 53 papers lost 
416 pages, or 6.5% in March, and 
761 pages or 4.2% for year to date. 

Twenty-nine class publications 
are up 11.8% a new high this year 
. . 310 pages up for the month, 5.3%, 
or 397 pages, for the year. 

The 17 export papers are off 6.3%, 
or 64 pages, in March, with a decline 
for the year of 4.9%, or 157 pages. 


pores 
Industrial group 195 1950 


Heating & Ventilating 67 64 
Heating, Piping & Air 
Conditioning 5 145 


Ice Cream Review 

Industrial & Engineering 
Chemistry 

Industrial Finishing (4',x6'2 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 


Lumberman 


Magazine of Building 

Machine & Tool Blue Book 
(4'ox6'») 

Machine Design 

Machinery 

Manufacturers Record 

Marine Engineering & 

Shipping Review 

Mass Transportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 

Milk Dealer 

Mill & Factory 

Mining Engineering 

Modern Machine Shop 
(4'ox6'9) 

Modern Metals 

Modern Packaging 

Modern Plastics 

Modern Railroads 


National Petroleum News (w 
National Provisioner (w 
National Safety News 


Oil & Gas Journal (w.) 
Operating Engineer 
Organic Finishing 


Pacific Builder & Engineer 
Packaging Parade (9%,x12 





MEN OF METTLE 


The 16th century skilled armorer was a man of mettle. His 20th cen- 
tury counterparts are the resourceful, imaginative leaders of the vast 


metals industry. 


These producers of raw metals and metal products sell to business and 
industry. To reach buyers they make widespread use of the pages of 
Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management-Men... executives who make or have a decided in- 
fluence on buying decisions. Because of this highly selective audience, 
Business Week carries more pages of metals advertising than any 


other general business or news magazine. Because — 


BUSINES 
WEEK : 
! 


YOU ADVERTISE IN BUSINESS WEEK 


WHEN YOU WANT TO INFLUENCE 


MANAGEMENT-MEN 


A McGRAW-HILL 


Metal Producing Companies 
Advertising* in Business Week 


Acme Steel Company 
Alan Wood Stee! Company 
Allegheny Ludium Stee! Corp 
Aluminum Company of America 
Armco Stee! Corporation 
Bethlehem Stee! Company 
Bristol Brass Corporation 
Colorado Fuel & tron Corp 
Wickwire Spencer Steel Div 
Copperweld Stee! Company 
Dow Chemical Company, The 
Magnesium Division 
Follansbee Stee! Corp 
Inland Steel Company 
Ryerson, J. T., & Son, Inc 
International Nickel Co., Inc., The 
Jones and Loughlin Stee! Corp 


Kaiser Aluminum & 

Chemical Corporation 
Lukens Stee! Company 
Pittsburgh Stee! Compony 
Republic Stee! Corporation 
Revere Copper & Brass, Inc 
Reynolds Metals Company 
Riverside Metal Company 
Roebling’s, John A., Sons Co. 
Sharon Stee! Corporation 
Thomas Stee! Company, The 
Timken Roller Bearing Company 

Steel and Tube Division 
U. S. Stee! Company 
U. S. Stee! Corporation 
Wheeling Stee! Corporation 
Youngstown Sheet & Tube Co 
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FIRST WITH MOST ADVERTISERS 
LIQUID, GAS AND AIR_HANDLING EQUIPMENT 


OF 
——— Sax bas ool MM. 


* 1 ASSOCIATE 2O YEARS IN CHEMICAL 
| ENGINEERING WITH A DOUBLE-DECADE OF A 
| CONTINUED SALES GROWTH”SAvS MH.SHUGART,| @ 
vice-pres, AW. CASH CO. naturacty we 


HAVE GREAT FAITH IN THE PUBLICATION 


CASH STANDARD pressure REDUCING | 
| ~ 


as soot CHEMICAL ENGINEERING 





| VALVES WILL CONTINUE TO BE A eam iy 


CHEMICAL ENGINEERING... 


DEPENDABLE AID FOR yong SALES ORce 
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7 AN OVERWHELMING 
FAVORITE _ cor 
ADVERTISING LIQUID, GAS 
AND AiR HANDLING EQuiP- 

5 MENT GOF PAGES FOR 
C.E. iN 1950. MORE THAN 
DOUBLE THE TOTAL OF IT’S 
NEAREST COMPETITOR / 


MATERIALS AND 1 | 

| EQUIPMENT IS PROMIDED| 

ts E.TO KEY BUYERS }~ 
AND SPECIFIERS IN 


THE CHEMICAL PROCESS 
| INDUSTRIES. _ 


SKYROCKETING PRODUCTION 
Requires MORE VALVES, ws 
FORECAST TELLS REGULATORS, PUMPS, ® oa 


WHY THE CFL IS EQUIPMENT OF ALL KINDS : 3 
tA IN DEFENSE, FOR CONTROLLING AND 
HANDLING FLUIDS AND GASES 
MARKETS 
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sts 


Paper Industry *72 
Paper Mill News (w.) §*130 
Paper Trade Journal (w.) *150 
Petroleum Engineer 171 
Petroleum Processing 60 
oy mennee 
Pit & rry ° 
Plant Engineering 
Plating 
Power 
Power Engineering 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineering 

& Management 
Products Finishing (4'2x6'2 
Progressive Architecture 
Purchasing 


Industrial group 


Quick Frozen Foods & 
the Locker Plant 

Railway Age (w.) 

Railway Engineering & 
Maintenance 

Railway Mechanical & 
Electrical Engineer 

Railway Purchases & Stores 

Railway Signaling 
Communications 

Roads & Streets 

Rock Products 


Southern Lumber Journal 
Southern Lumberman 
Southern Power & Industry 
Steel (w.) 

Supervision 


Telephone Engineer 
(semi-mo.) 
Telephony (w.) 
Textile Industries 
Textile World 
Timberman 
Tool & Die Journal 
Traffic World (w 
Tool Engineer 


Utilization 


Wastes Engineering 

Water & Sewage Works 

Water Works Engineering 

Welding Engineer 

Western Canner & Packer 

Western Construction 

Western Industry 

Wood Worker 

Woodworking Digest 
4'ox6! 

World Oil 

World Petroleur 


Total 


pag 
Product news group 


Volume fieures for product news 
mation publications are reported in 
page units (approx 3'4x4", not 
standard 7x10 pages 


Electrical Equipment 


Industrial Equipment News 
Industrial Maintenance 


New Equipment Digest 


Plastics World 
Product Design & 
Development 


Transportation Supply News 


1 1/9 page units 


Tota 


Trade group 


Air Conditioning & Refriger 
ation News (w (11' 9x16) 
American Artisan 
American Druggist 
American Lumberman & 
Building Products 
Merchandiser (bi-w 


Boot & Shoe Recorder 
(semi-mo 


Building Supply News 


es 
1951 1950 


infor 
1/9 


In 


Trade group 


Chain Store Age 
Administration Edition 
Combinations 


Druggist Editions 
General Merchandise- 
Variety Store Editions 
Grocery Editions 
Department Store Economist 
Domestic Engineering 


Electrical Dealer 
Electrical Merchandising 
) 


(9x 
Electrical Wholesaling 


Farm Equipment Retailing 
Farm Implement News 
(semi-mo.) . ° 
Florists’ Review (w.) 
Fueloil & Oil Heat ... 


Geyer's Topics 
Glass Digest 


Hardware Age (bi-w.) 
Hatchery & Feed 

Hosiery & Underwear Review 
Hosiery Industry Weekly 
Hosiery Merchandising .. 


Implement & Tractor (bi-w *193 
Implement Record 53 
Industrial Distribution 207 


Jewelers’ Circular-Keystone 


Leather & Shoes (w.) 
Lingerie Merchandising 
Liquor Store & Dispenser 


Motor 
Motor Age 
Motor Service (4'4x6'%) 


NJ (National Jeweler 
x 


(5'ex7%—) 
National Bottlers’ Gazette 


Office Appliances 


Phetographic Trade News 

Plumbing & Heating Business 

Plumbing & Heating Journal 

Plumbing & Heating 
Wholesaler 

Poultry Supply yr 

Progressive Grocer ax7'4 


Sheet Metal Worker 
Southern Automotive Journal 
Southern Hardware 
Sporting Goods Dealer 
Sports Age 

Super Market Merchandising 


Variety Merchandiser 
aX6°.) 


Wood Construction & 
Building Materialist 


Total 


Class group i9sh 1 


Advertising Age (w 
(1094x14) 

Aeronautical Engineering 
Review 

American Funeral Director 

American Hairdresser 

American Restaurant 


Banking (7x10 3/16 
Billboard (1094x1544) (w.) 


Chain Store Age 
Fountain Restaurant 
Combinations 
Cleaning & Laundry World 


Dental Survey 
Fountain Service 


Hospital Management 

Hotel Management 

Hotel Monthly 

Hotel World-Review (w 
(9'4x14) 

Industrial Marketing 


ee 


Trade group 


Journal of the American 
Medical Association (w.)..* 


Laundry Age 


Medical Economics (444x6%4) 

Modern Beauty Shop 

Modern Medicine (semi-mo.) 
(444x674) 


Nation's Schools 
Oral Hygiene (4 5, 16x7 3/16) 


Proceedings of the I.R-E. .. 
Restaurant Management 


Scholastic Coach 
School & College 
Management (9'2x11%4) 
School Executive 
School Equipment News 


What's New in Home 
Economics 


Total 


Export group 


American Automobile 
(overseas edition) 

American Exporter 
(2 editions) 

American Exporter Industrial 
(2 editions) 

Automovil Americano 


Caminos y Calles 
Farmaceutico 


Hacienda (2 editions) 
Hospital 


Ingenieria Internacional 
Construccion 

Ingenieria Internacional 
Inc ustria 


McGraw-Hill Digest 


Petroleo Interamericano 
Pharmacy International 


Revista Aerea 
Latinoamericana 
Revista Rotaria 


Spanish Ay al Hygiene 
(4 5/16x7 3/16) 


Textile Panamericanos 


Total 


tIncludes a special issue 
*Includes classified advertising 
Estimated 

Two issues 

Three issues 

‘Four issues 
* Five issues 


7x10 units, sold as pages 
Note: The 


2,940 


rr eae 


956 


1850 


51 
1,020 


above figures must not be 


quoted or reproduced without pe rmission 


Modern Stushine Shop & Products Finish- 


1dvertisin 


Sporting Goods Dealer . . 
advertising pages in February 
have been 159 pages, and 
1950, inste f 180 ar 


hed | 





Clark of Bakelite says, 
“Efficient selling begins with the P. A.” 


For the background information he needs, to save 


Bakelite sales representatives are in a unique posi- 
tion to appreciate the worth of a good purchasing 
agent. These representatives are primarily engineers 
whose whole training in selling places greatest em- 
phasis on technical service. A good purchasing agent 
contributes to the efficiency of these sales engineers 
by interpreting exactly the requirements of his engi- 
neering and manufacturing departments 

By such careful presentation of his Company's 
needs he permits the Bakelite sales engineer to spend 
more productive time on technical problems. As a 
result, everyone involved in the transaction benefits,” 
says Herbert R. Clark of the Bakelite Division, Union 
Carbide and Carbon Corporation. 


both his own and sales representatives’ time, the 
purchasing agent turns to his own trade paper. That 
is why companies like Bakelite, to make their selling 
more eflicient, advertise consistently in Purchasing. 

Because it’s the one national magazine tailored to 
the exact requirements of the purchasing function, 
Purchasing has the confidence and gets the attention 
of purchasing executives. And because it's read by 
P. A.s controlling 85% of industry's purchases, no 
schedule to industry is complete without it. For full 
details, write Purchasing, 205 East 42nd St., New 
York 17, N. Y. Offices in Chicago, Cleveland, Dallas, 
Los Angeles. 


A CONOVER-MAST 
PUBLICATION 


EXECUTIVES 


PURCHASING 


NATIONAL 


\\Whh 


THE MAGAZINE FOR PURCHASING 





copy chasers 


What is a good ad in vertical, 


horizontal food publicatons? 


® AMERICA’S FOOD business, in case 
you didn’t know it, 
market 

Mr. Fowle or Mi: 


run off the figures for you. Anyway, 


is a mighty fat 
Putman could 


they’re big enough to support a flock 
of business papers, both horizontal 
and vertical. Well over 100 last time 
we looked, and that was quite a spell 
back 

The most interesting thing to us, 
as we went through the advertising 
pages of these papers, is the great 
difference in the tone of copy in the 
verticals as against the broader pa- 
pers. Now probably this is true in 
any other broad industry but some- 
how it seemed more conspicuously 
true in the food field. Then again, 
it may only be because the typical 
food vertical (baking, meat, candy 
or what have you) deals with a 
pretty basic product such as a loaf 
of bread, a pork chop or a stick of 
bubble gum. 

Be that as it may, this creates a 
more intimate copy approach much 
like local copy in your hometown 
newspaper as against a page in The 
Saturday Evening Post. Here, let's 
give you an example: 

Whitson Products 
division of Borden) says in a color 
page, “The answer to perfect Cheese 
Cake! Whitson’s Powdered E - Z 
Cheez!” Then, just like the house- 
wife’s favorite recipe page, goes on, 
“Just add water to make your own 
Now, 


(which is a 


‘bakers’ cheese’!” making 


cheese cake may not be the weightiest 
problem in the food business today, 
or even to a baker . . . but by golly, 
it looks awfully important here be- 
cause it’s simple, specific, direct, no 
bushwah 

Look next at Tri-Clover Machine 
Co.’s color page, “Tri-Clover offers 
you a complete line of non-clogging 
Centrifugal Pumps for dairy and 
food processing, chemical, bottling, 
general industrial.” This is a conven- 
tional catalog type ad, showing 
equipment with descriptive captions 


Somehow, because of its broad ap- 


The answer to perfect 


CHEESE CAKE! 
WHITSON'S POWDERED 


E-2 CHEE2! 


WHITSON PRODUCTS 
Diemer of The Border (omeeny 





VY 


an im feature 


OK 


as inserted 





peal, it skims right over the head of 
much of the market, lacks a close- 
ness to the reader and his problems. 

Someone is going to stop us right 
here and insist that this broad ap- 
peal copy approach is not caused so 
much by a magazine being vertical 
or horizontal as it is by the kind of 
advertisers. Of course, that’s right. 
And naturally, the horizontal books 
having more of this type of adver- 
tiser, would give a more pronounced 
example of the broader, and con- 
sequently weaker, copy approach 

Any advertiser who has a product 
with wide application has a tough 
copy problem and we sympathize 
Except in those cases where such 
copy is run in a vertical magazine 
That’s downright inexcusable! 

Well, if we've confused you suf- 
ficiently by now, what we first pro- 
pose to do is go through a batch of 


loseness 
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WORK SIMPLIFICATION 
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single industry ads and then look at 
the horizontal product stuff 


“There's No Business . . like my 
business!” So look take a small 
Head it, “For 
men over 40 with housemaid’s knee! 
You'll reach them. They'll see you 
That's Mr. Specific 
at his all time best 
That's why 
Southern California Plastic Co. says 
8 Ways 
Stoway re-use containers for Cot- 
Butter 
Ice Cream it has a pretty decent 
t doesn't get all the 


Space newspape! ad 


ad and read it 


ina dairy paper when 


Increase your profits 


tage Cheese. Sour Cream 


a spec ialized maga- 

ll it bats high with 

airy operators who do pack- 

age the four products mentioned 
And when these men look further 
into this page, they'll find ten ex- 
cellent product illustrations. and a 


practical block of copy 


% While we're on the subject of 
containers, here's a honey. Morris 
Mills and National Folding 


page to- 


Paper 
Box Co. sign this color 
gether Headline, An example o} 
Work Simplification in the Ice Cream 
Industry “Work Simplification” 


gets the big play in there, color and 


caps. Then, the body of the ad, all in 
display type, highspotted by an oval, 
red panel In various ice cream 
plants one girl assembles fills . 

applies covers keeping abreast of 
Using 
Paper 


150 to 600 gallons per hour 

2% gallon Morris Locktop 
Cans At the left, three well re- 
touched photos of the gal at work 
Brother talking 
ness” all right. An OK AS INSERTED to 
JULIAN 


that’s “my busi- 


a father-and-son team, 
FRANK, SR., and JULIAN FRANK JR., of 
Julian Frank & Associates, Chicago 
CAMPBELL, ad manager, 
Morris Paper Co 


and HARRY 
Ice Cream Div 


Chicago 


\weetheart (ake 





What's the hottest subject in the 
U.S.A. today? Who else but Hopa- 
long Cassidy! But even Hoppy can 
be reduced down to a simple, direct, 
personal proposition as in this Food 
Packaging ad. There’s his smiling 
face with the old black Stetson, and 
all the headline has to ask is, “How 
would you like to say ‘Hoppy’s Fa- 
vorite Bread’ in your advertising?” 
If you would, the text will tell you 
how to arrange it, in about one min- 
ute flat 

General Mills makes a big, two- 
page pitch on a new “Sweetheart 
Cake” that’s “three ways new!” That 
latter smacks of pat consumer copy, 





Will your sales to 


metalworking increase 
50% in the next ten years? 


“50%!” 


If they do, you'll just be standing still. 


Conservative estimates assure us that the metalworking in- 
dustry (which doubled its volume from 1940 to 1950) is going 
to expand still further—from its current $81.5 billion 


production to $120 billion. 


Military spending is only part of the reason for this growth, 
rhe expansion of metalworking . . . the increase in steel capac- 
ity by another 20 million tons ... were all coming anyway. 
Our economy has demanded more products made from steel 
and other metals for some time. And the added 18 million 
people we'll have in another 10 years is going to make it even 


harder to meet these consumer demands! 


“...a lot of running to stand still.” 


All of this has an effect on sales and advertising plans. Right 
now, sales may not seem to be much of a problem; but over a 
period of years it’s going to take “a lot of running just to stand 
still”. There's a bigger job ahead in all phases of industry 

management, production, engineering, purchasing, selling. 
Don't let today’s conditions conceal the fact that a bigger 


advertising job is called for, too. 
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at Ws ; 
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)) 


The companies who realize the promise of the next ten years 

. who lead their competitors in our constantly expanding 
markets... will have the benefit of a continuing long range 
advertising program. It will be consistent advertising which 
recognizes both immediate problems and the big job ahead. 
It will be advertising treated as a capital investment and 


geared to basic company planning. 


~“ ee 2” 


) 
x 
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«“...in the minds of the men who do the buying.” 


That kind of program year after year establishes a company 
firmly in its field . . . and in the minds of the men who will be 
doing the buying two, five and ten years from now. 


“... bearing on future sales goals.” 


Penton publications have developed considerable marketing 
information which may help you in your long range planning. 
If you would like to study the progress of any segment of the 
metalworking industry or to analyze data bearing on future 
sales goals, we'll be glad to hear from you. 


™ PENTON Scant 


PENTON BUILDING e CLEVELAND 13, OHIO 
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lf you’re selling to the manufacturing industries... 


SELL THESE MEN AND 


“\— THE PLANT OPERATING GROUP 
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YOU'VE SOLD YOUR PRODUCT 


whenever you can study the reading habits 


VICE PRESIDENT 
in charge of OPERATIONS 


CHIEF ENGINEER 


of management men in industry, 
you'll find FACTORY first 
among men of the Plant Operating Group 


As the manufacturing industries market continues to growinsize 
and importance, more industrial advertisers are expanding the 
size of their promotion efforts directed to the Plant Operating 
Group. For Plant Operating is by long odds the biggest and most 
important buying group in manufacturing. 


Picking the best publication to reach this vital group is not too 
tough a job. In circulation, editorial service, readership, 
FACTORY rates first in this field by a wide margin. That’s why 
more industrial advertisers placed far more ages of advertising 
in FACTORY in 1950 than in any comparable publication. 


These advertisers selected FACTORY for coverage only of the 
Plant Operating Group. They use other good industrial magazines 
for coverage of other buying groups of importance to them. And 
FACTORY claims to be first only in coverage of the Plant Oper- 
ating Group in manufacturing. FACTORY does not attempt to 
cover other buying groups. 


So don’t be confused by conflicting claims of “first in readership.” 
Just ask “first among who?” If it’s readership among plant 
operating men, you can be sure it’s FACTORY that’s first in 
that field. 


Don’t take our word for it—study readership for yourself. But be 
sure to use a method that permits the respondent to identify his 
own function and industry. Then you, too, will find that whenever 
you can study the reading habits of management men in industry, 
you'll find FACTORY first among the Plant Operating Group. 


330 WEST 42nd STREET * NEW YORK 18, WN. Y. 
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but that’s incidental. Basically this 
is a well-conceived spread . . big 
picture of the cake, streamer across 
the bottom that tells the baker all 
about Betty Crocker’s radio tie-ins, 
display material, cake molds the 
works 

Anf if it’s cake you fancy, might 
as well talk about Swift & Co. and 
Durkee Famous Foods here because 
both feature tempting stuff in full 
color. Swift is pushing an Emerald 
Mint Cake and Durkee has its drive 
behind Danish 
Pastry 


some delightful 
That's on the front page 
(These are inserts.) Flip them and 
there’s cherry cream pie and cherry- 
filled fried pies. Mister, do they look 
good! But in all fairness, neither ad 
offers the baker as much as the 
Sweetheart Cake job 

We don't know exactly what to 
Read Machinery 


Left hand page announces 


say about this 
spread 
No other manufacturer offers such 

wide range such a complete 
Then, at 
Includ- 


g the revolutionary Widget exclu- 


line of bakery equipment 
the bottom of the page 
e with Readco Automatically 


loads and unloads your racks 


Makes the flexible Automatic Bak- 


ja pra tical reality 


On the facing page a long list 
ff all kinds of bakery equipment 
After a good 


classified by types 


mg look at this spread, we've 
sold ourselves that it makes 

in other words there may 
rtain strategic times when it 


yuld pay the maker of such a wide 


Swirl & COMPANY 





line to remind the trade of all he has. 

Commander-Larrabee Milling Co. 
has a unique color page. Starts off 
with Bill Stern’s face in the upper 
Bill Stern tells another 
sports Then the headline 
Block off the Old Chip.” Two long 
paragraphs talk all about the inven- 
tion of the game of basketball, and 


left cornet 


story 


if you're a baker, and your cupcakes 
aren't burning in the oven, and you 
ever get to the third paragraph, it 
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There's more, all in small print, but 
you don’t want to read it do, you? 

Here, we figure is the sin we were 
talking about before but in re- 
verse. The John J. Dupps Co., we 
gether, makes equipment for meat 
packers. Its ad, however, talks like a 
manufacturer who is so busy in so 
many markets he just can't get 
around to writing nice tight copy for 
meat people. This color bleed page 
heads up, “Dupps, A Name that 
Means Higher Production at Lower 


Cost to You!” Text mumbles about 





First Export Business 
Magazine to go ABC! 


THE TOPS--: 


The McGraw-Hill Digest... 
Monthly Meeting Place 
of the World’s TOP 
Production Leaders ,,,,> 


EVERY MONTH, the Editors of the DIGEST 


present to 30,000 TOP overseas management men, 





industrialists, and government officials . . . the latest 
in new industrial and economic thinking . . . the 
ideas which help these production leaders overseas 


boost their output to meet today’s emergency. 


EVERY MONTH, through the advertising pages 
of the DIGEST . . . this country’s TOP industrial 
leaders supplement this story with the advantages 
of their equipment to boost output, save man 


power, and increase profits 


NOW, when there is a specially urgent need 

everywhere for higher production, better 

knowledge of how to use equipment so as to 

get more out of it, better understanding of Established 1946 
where to turn for accurate information on Published Monthly 
as *” n English 

how to do business in a “defense shortage : _ 
Circulation—more than 
30,000 copies monthly 


economy 


NOW, with government and business leaders 
stressing the importance of exports and im- 
ports in defense, more and more Advertising 
Agencies, Export and Sales Managers and 
TOP Management Men go for the DIGEST 
and advertise in it to reach a selected audience 
.. An ABC ‘Known Audience’ of the right 
people who pay to read the DIGEST to keep 


abreast of the latest industrial, technical and 


McGraw-Hill International 


Publications Give You... . 


@ ABC Audited Circulation . . . you know who 
is reading your sales message and where they are 
located in your export market. 


scientific developments throughout the world. 


The DIGEST can be an effective selling tool for 
you ... as it is for many alert exporters who know @ A Perfect Climate for Selling . . . audits of 
and appreciate the outstanding editorial and cover- paid subscriptions and renewals show vitality and 
age job the DIGEST can do . . . Call your nearest interest of readers. 
McGraw-Hill International representative for in- © Experience in World Business . . . counsel- 
formation or write McGraw-Hill International Cor- ling, research, translations, merchandising are available 


poration, 330 West 42nd Street, New York 18, N. Y. to all manufacturers. 


McGRAW-HILL "mcconsn 


$30 West 42 St., New York 18, N.Y. © Offices im Principal Cities of the World for Business Information 
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VIKING 
PUMP COMPANY 
SAYS: 


“... gives us a really efficient 


and it costs us less...” 


“Because of the wide application of Viking 
Rotary Pumps to many industrial uses, we 
have a big problem of catalog distribution. 
We pass this on to Sweet's Service because 
we have found that they do the job thor- 
oughly and well and also because we get 
additional benefits we wouldn't get other- 
wise. 

“This way, our catalogs are delivered to 
thousands of important men in important 
plants and Sweet's gives us printed lists of 
their names and addresses. Also, Sweet's 
method of delivering our catalogs in bound 


CATALOG DESIGN 


files makes thern available at once to pro- 
spective pump buyers, wherever they turn 
up. We put our distributors’ names and ad- 
dresses on the back page of the Viking 
catalog so any prospect can make handy 
contact with a local sales representative 
without delay. 

“We feel that this gives usa really efficient 
set-up for sales. And it costs us less than we 
would pay if we handled the distribution of 
our catalog ourselves.” 

M. L. Calvert, Advertising Manager 
VIKING PUMP COMPANY 


CATALOG PRODUCTION 


Sweet's design department is staffed by 63 
consultants, technical copywriters, drafts- 
men and artists. Your requirements, what- 
ever they may be, receive individual treat- 
ment by men experienced in your field and 
specially trained for this work. 


plan — consultation and analysis of prod- 
ucts and markets; determination of cata 
log s scope and content. 


rough dummies — comprehensive format 
with subject matter, captions, copy and 
cuts indicated. 

finished dummies — complete copy and me- 
chanical layout, ready for the printer. 


Because of the great number of manufac- 
turers’ catalogs handled, Sweet's can offer 
the economies of quantity production with 
no sacrifice of quality. 

Even if other Sweet's services are not de- 
sired, it may be found convenient to have 
some or all of the details of production 
handled by one responsible organization. 

Sweet's will take complete charge of 
the execution of orders for any or all of the 
following: 

drawings and photographs, 
engravings, 

type composition. 
electrotypes, 

printing and binding. 
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IAING 


ROTARY PUMPS 


Gets the right information — 
to the right people — 
at the right time. 


ete [SES 
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DIVISION OF F. W. DODGE CORPORATION * 11 


CATALOG DISTRIBUTION 
Sweet's services are available for either of 
two types of catalog distribution—individ- 
ual or pre-filed—to selected organizations 
and individuals representing the bulk of 
buying power in the construction, power 
or manufacturing fields. 


individual distribution—by purchase of one 
or more of the lists compiled by Sweet's, or 
by using Sweet's mailing facilities. 


pre-filed distribution — by filing catalogs 
permanently in bound. indexed collections 
(files) of manufacturers’ catalogs. This 
method has the added advantage of keep- 
ing catalogs instantly accessible ai all times 
in prospective buyers’ offices. 


Sweet's handles more catalog 
—this year over 38,000,000 
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| “My De Laval Model 226 
(Clarifier Assures We ef 
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> 
“W” Trust Your Future to 


The "High-Ratio"’ 
Shortening 


SWEE 








modern, most efficient cut 
sts profitable operation 
we always said, you can’t get 
away from a good testimonial. In any 
field for any_product . . and certain- 
ly in the field for De 
Separator Co A 
Ho'mes Wilson who owns a big dairy 
farn in Allenwood, N. J., claims that, 
My DeLaval Model 226 Clarifier As- 
cres Me of Sediment Free Milk 
First paragraph of the copy explains 
that a little further, rest of copy talks 
features of the Model 226 


dairy Laval 


fellow named 


about the 


these lines here's a 


*% Along 
killer-diller from Procter & Gamble 
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What's back of all these Sweeter 
Success Stories?” they ask. So what 
Two pages, mostly pic- 
owners, all saying 
sweet things about Sweetex. Take 
Herman Storrer up in Rochester. He 


do you see? 


tures ol bakery 


says, “I insist on top quality for every 
tem baked in my shop. That's why 
I've been using Sweetex for more 
than 15 years!” Okay, Herman, move 
over and we'll dish out an OK As IN- 
SERTED to SIDNEY ABELSON, copywriter 
at Compton Advertising, New York 

Ralston Purina ads have always 
registered with us, no matter where 
Here in the feed 


“How research helps 


we've seen them 


field, this page, 





% Procte 


Purina Dealers make money,” is up 
to the usual standard. Take hogs. . 


hogs, here’s a 


And 
page that first 


speaking of 
stopped us by its 


handsome simplicity of layout 

silhouetted pigs drawn in red outline 
running across the page. The ad, 
signed by National Alfalfa Dehydrat- 
ing & Milling Co.., 


and awfully sound 


is equally simple, 


Se eR RESET TTT TT EE 
EASY, ACCURATE, ECONOMICAL 











ptt Males tear te latent Nae ae aes tee: spent 3 
dio. elit Se - jl an dat es 


Diversified buying interests of chemists 
& engineers who read ANALYTICAL CHEMISTRY 





The thousands of product inquiries received from Analytical Chemistry’s Industrial 
Literature Section and New Products Section, show the wide buying interests of chem- 
ists and engineers in industrial laboratories who do 

BASIC RESEARCH ... CONTROL... ANALYSIS... INSTRUMENTATION 
You can pave the way for greater use of your product in a wide range of fields from 
atomic processing to instrumentation in the advertising pages of Analytical Chemistry. 
It is the publication that concentrates your monthly sales messages with the work- 
material needed by today’s high priority buyers and specifiers in: 


Original Analytical Research 
Atomic Processing Product & Process Control Analysis 
Preliminary Analysis Piant Station Analysis 
Product & Process Research Plant Control Analysis 
Instrumentation 


DELIVERS 24,000 SUBSCRIBERS @ 
Largest Circulation! Deepest Penetration! Lowest Cost Per M! 


Published by: THE AMERICAN CHEMICAL SOCIETY 
The ACS publishing program also includes 


CHEMICAL & ENGINEERING NEWS INDUSTRIAL & ENGINEERING CHEMISTRY 


Newsmagazine of the Chemical World since 1923 The workmagazine of the Chemical and Process Industries 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO * PHILADELPHIA * CLEVELAND * DALLAS * SAN FRANCISCO * LOS ANGELES * FRESNO * SEATTLE 
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Don't let salesmen get away with that stuff! 


eta & oon CRRADLAC 








YOU CAN SEE TODAY'S 
MOST POPULAR SIFTER 


(——— a} Woan mt A PLANT MAR Yours — 
| 














The best thing abodt a better than 
average ad for Sterwin Chemicals is 
chart showing “Enrichment 
Costs per 100 Pounds of Bread.” This 


sort of wraps things up because the 


i Sin ple 


of the ad claims 


headline 


Another Borden's 
this one on Breadlac 
still 


shows a 


page here 

Handled in a 
light vein, it makes a strong 
point. It 
apparently is the competitor's sales- 
Headline hits hard, “Don't let 


salesmen get away with that stuff! 


cartoon of what 


man 


Four photo insets of buyer with his 


comments in red balloons. Sample 


*% We doff our derbies to the 
Great Western Mfg. Co. Its headline 
plus map plus list of product users 
this spread a_ sensationally 
Headline 


today 8s most popular sifter at work in 


make 


good ad You can see 


a plant near yours Facing it, the 


map with all the plants spotted in 
red. Below the map, a long list of the 
plants. An OK AS INSERTED to DICK 
MILLER, American Mille 


Co., Chicago 


Publishing 


Not-so-hot horizontal . . Ads that 
have to grope outside their product 
and field for an angle usually don’t 
This Diversey 
Corp. page, “Swell Idea 


stack up too well 
if it only 
worked!” is a good example. Shows 
a man making like he’s swinging in 
but there’s no ham- 

this all 
to be the same in plant sanitation 


this is, the 


a hammock 
mock! Somehow works out 


And cute as all sorry 
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situation is that even though the ad 
appeared in a dairy publication, it 
doesn't say a word about the dairy’s 
exceptional sanitation standards and 
problems 

We have the same “too broad ap- 
proach” criticism of this Hertz 
Driv-Ur-Self System ad, too. Here 
we have a sane piece of copy, but 
again, being in a dairy paper, we don't 
why it couldn't have had a 


talk. Even if 


trucks?” 


know 
little dairy 
“You 


from Hertz 


instead of 
“Yes, 


and our service is tre- 


lease your 


mendously improved yet costs no 


more!” it could have said, “How your 


dairy can eliminate truck mainte- 


nance time and costs.” Well, anyway, 
there’s a picture of a dairy delivery 
truck in the ad! 

Here's an ad that starts out with a 
stopper, “You can't make a sale if 
your product's in But then, 
alas, the Lynch Corp. let’s you down 


jail!” 


with wishy-washy text 
Union Steel Products Co 
bleed page with a lot of blah about, 
“Successful Bakers Agree on USP 
Bakery Equipment.” 
Riegel Paper Corp 
about “Tea for Two is a fast growing 
American custom, but good tea must 


used a 


rambles on 


be carefully packaged to preserve its 
full flavor and aroma.” The ad, how- 
ever, is in a baking book. Why 
couldn’t it talk about the crumpets, 
instead? 

Same gripe about Dodge Trucks 
This is an announcement for the new 
line of Dodge “Job-Rated” Trucks 





Why does it consistently outpull 


every other magazine ? 


To sell the individuals responsible for the volume purchases of 
construction equipment, you have to know where the buying is 
being done. And who's doing it. In the construction industry, 
that often means getting out in the field . . . slogging through the 
mud, to find out. 

CONSTRUCTION EQUIPMENT reaches the important buyers 
wherever they may be. For the circulation of this publication is 
maintained by the men who write the orders for construction 
equipment and materials — the salesmen for a nation-wide net- 
work of distributors. 

It's the distributor salesman’s job to keep in constant touch 
with the buying factors on all the worthwhile construction 
projects in his territory. The men he sees will see your advertis- 
ing in CONSTRUCTION EQUIPMENT. 

When you multiply him by more than 800 distributor sales- 
men in the United States and Canada, you can see why CONSTRUC- 
TION EQUIPMENT consistently outpulls every other trade paper 
in the field . . . frequently outpulls, advertisers report, all the 
others combined. And at the lowest rate per thousand. 

For an entirely new concept of what you can get for your 
advertising dollar in this market today, write to CONSTRUCTION 
EQUIPMENT, 205 East 42nd St., New York 17, N. Y 


America’s Fastest Growing Trade Magazine 


A CONOVER-MAST PUBLICATION 
205 EAST 42ND STREET ©  #=NEW YORK 17,N. Y. a PUNT ab eet 
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ure, the Metalworking Market © 
is growing... but how about 


the media you re using? 


Buckling down for rearmament, metalworking keeps growing. 
And The IRON AGE right along with it. Today The IRON AGE maintains 
its 97% coverage of metalworking (plants of 20 or more plant 
workers) with 28,028 total weekly distribution, and penetrating coverage 


of 17,242 plants ... more than any other metalworking medium. 


Buying-Power of U. S. Metalworking Plants Covered by The tron Age 
Measured by Number of Plant Workers in the 9 Major Metalworking and Metal-producing Industry Groups 


*Buying-Power of U. S$. Plants 





f 


ith 





Ordnance & Accessories 

Furniture (Metol) 80,439 
Primary Metal Indus. 1,032,115 
Fabricated Metal Prods. 922,773 
Machinery (Except Elec.) 1,341,305 
Electrical Equipment 766,323 
Transportation Equip. 1,260,558 
Instruments, Clocks 165,164 
Misc. Metal Products 168,923 


U. S. Metalworking 5,790,447 §$,631,442 


Non-Metal Manufacturing Plants 

Metal Plants in Canade & Foreign Countries 

Grend Total of Plants Reached by The Iron Age 
*Number of workers is key to buying-power. 


SSseeeees| 








Classification by Business and Industry 
IRON AGE CIRCULATION BREAKDOWN as of April 5, 1951 including 
paid subscriptions, selective distribution and advertising copies. 
oa Industry 
Code 


NOTE: U.S. Govt. Standard Industrial Ci for Metalworking Industry. These 
Ne NT tC. Gonitations tater 12a, te ba 34 and & 





No Copies 








- Now, a new 
25. , | single audit con- 
; siya firms both paid 
and selective 
distribution 








Here is what so many in- 
dustrial advertisers like 
yourself have asked for—a 
single audit showing sepa- 
rately both paid and selec- 
tive circulation . . . just 
completed by a firm of 
auditors well-known to the 
publishing industry . . . cov- 
ering the last 6 months of 
1950. Complete audit on 
request. 


A 6 C Classifications 
x Relireeds and other Transportation Services, and Public Service Cos. 


Offices & Personnel 
Distributors, Dealers & Exporters of Machinery, Ferrous & 
Nonferrous Metals, Hardware Products, Mill & Factory Supplies— 
their E ti & Emph . 
: Conushing & Contrectng Engineers & Firms ond thas Employer 43) 
8. Trade A iati 
Vocational Schools, i H ' FieW eh becae 78s 
Students , ; Rates 1% 
Miscellaneous ; : isve 745 
Deel. ified by 8 ‘ 525 
Tetal . 
Anencies, Compe. and File Copies 
Grand Totol.. = abcess 














27,406 
. 622 
28,028 


You know the gigantic growth figures of 
metalworking as well as we do. 


The important thing is . . . how do you fully 
capitalize on them? How do you keep 
pace with this military-civilian market? 


In our mutual interest, we have to answer 
. with the help of The IRON AGE. 


Among all today’s metalworking media, 
none has kept so closely in step with its 
market. None has nailed down its cover- 
age figures so validly . . . in terms of the 
precise plants you have to sell. 


Where else can you buy a proven 97% 
buying power coverage of the industry? 


But we haven't stopped here. The IRON 


AGE’s new circulation audit, of both paid 
and selective circulation . . . by an inde- 
pendent firm of auditors . . . gives you 
another surety factor that you're buying 
wisely and well. 


And in the final hard-boiled analysis . . . 
after you've accepted these figures . . . 
where else can you match the editorial 
power of The IRON AGE, in content, news 
value, in technical authority, in sheer read- 
ership? 


You owe it to yourself to sit down as soon 

as you can with your IRON AGE repre- 

sentative and review your metalworking 

advertising. Of course, he'll sell you hard 
. but doesn’t it look worth it? 


“first with the reader... 


the advertising leader” 


jronAge 


the only & metalworking weekly 


A CHILTON PUBLICATION, 100 EAST 42ND STREET, NEW YORK 17, N. Y. 
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How 551 agencies placed space in 1950 





Klitten, Martin R., Co 
Korn, Louis Robert, & Co 
Kremer, Merrill, Inc 
rank Krichbaum, Co 
1950. 950 i Kudner Agency 

; ; Kuttner & Kuttner 





I6la' Hammer ( 
123 Hammond-Goff 
133 Hanly, Hicks & M ry . 32 Lacher & Stockinger 
st] Hare Advert ’ Lambert & Feasley 
Harmon Advertis rv . . ¢ Lampert Agency 
Harper Cx . ~ Lamport, Fox, Prell & Dolk 
Harris, R. T ivert . Lang, Fisher & Stashower 
Harrison, Lester, In Lappen, Harold S., Advertising 
Hartman, George H.. ¢ . aux Advertising, Inc 
Hartogensis Advertising Cx avin, Barney, Inc Advertising Agency 
Hartwig Ad sing Agen . awson, Carl, Advertising Co 
Hathaway Ad rtising Ager 7 etford Advertising Agency 
Hauptman, H. \ . eeh-Ad Agency 
Hayman, Ge \ rt ncy = 2hman, Hart, Advertising 
Haynes Ad j . . escarbdoura, Austin € & Staff 
Hazard Adver Ame " . esseraux, H., Advertising 
Hemsing . ewin, A. W., Co 
Henderson sir iggett, Carr, Advertising 
He a — ino, Alfred L & Associates 
—— iller, Neal & Battle 
ittlee & Co 
loyd, Chester & Dillingham 
ong, Harlan, Advertising Agency 


ong. W. H., Co 

oog, Katz & Barrington 
ord, Robert S., Co 

oudon, Henry A., Advertising 
ovekin, R. E.. Corp 

uck, O. H., Advertising 

idgin, Earle, & Co 


issier, L. Charles, Inc 


acDonalh.-Cook Co 
Farland, Aveyard & Co 
ackie, Duncan B., Advertising 
acLaren Advertising Co 
acManus, John & Adams 
aish, Jay H., Co 
alcolm, Advertising Agency 
alcolm-Howard Advertising Agency 
alkiel, David, Advertising Agency 
: alone, Norman, & Associates 
William E.. ¢ - arklin, George A., & Associates 
arschalk & Pratt Co 
artin, Willis S., Co 
athes, J. M., Inc 
Mayard Sales & Advertising Counsel 
McCann-Erickson 
McCarthy, L. F.. & Co 
McCarty Co 
McClure & Wilder 
McCormick Co 
McDaniel-Fisher & Spelman Co 
Kaletzk r at 5 61 McGivena, L. E.. & Co 


jenkins, Ray Advertising Agency 
Jenkins, Thurston Smit 

Jenkins, Willian Adver 

Jennings, Duncan, Advert 

Jones & Brakeley 

Jones & 

J 

Judson 


Kane, Charlies r < 201 
. 


Kardonne Advertising Agency 
Kaufman, Frank H. & Co ‘ 015 Meissner & Culver 
Keegan Advertising Agency . 50 Meissner, Charlies, & Associates 
Keller Crescent C * 131 J Meldrum & Fewsmith 
Kelley, Russell T.. Ltd es 2.746 37 Melton Advertising Agency 
Keelor & Stites Cx ' 673 we Merchandising Inc 
Kelly, Zahrndt & Kelly. In« 69 - Mercready, Handy & VanDenburgh 
Kenyon-Baker Co 296 293 a Metcalf, F. M., Advertising Agency 
Kesslinger, J. M., & Associates : 225 ae, Gee F. Se 
Kimball. Abbott. Co 5: 479 d Michener & Holland 
Kingsley, S. C.. Advertising o 4 Miller, Harold IL., Advertising 
Kinnard & Kinnard 5! 132 q Miller, John, Advertising Agency 
Kircher, Helton & Collett an Miller, John Thomas . 
Kirkland, W. S., Advertising 191 Mitchell & Mitchell 
Monk, Howard H., & Associates 
Mook, Emerson H., Inc 
Klau-Van Pietersom-Dunlap Associates 5.040 4.539 Moore & Beckham 
Klein, Philis Advertising 200 . 5 More, C. Church. & Co 
Klingensmith, H. M., Co 1,063 1,117 71 Morey, Humm & Johnstone 
136 Morgan Advertising Co 
*Not available *New agency 
*Combined figures of Alley & Richards, & H. f *Formerly John Earle Loog Agency 
Humphrey Co. Agencies merged Jan. 1, 1951 Agency started July, 1950 
Formerly MacKenzie, Inc Agency started June, 1950 





Frank G. Steinebach 
Editor 


C, 


Pat Dwyer 
Engineering Editor 


Edwin Bremer 


William G. Gude 
Metallurgical Editor 


Managing Editor 








- 
Robert H. Herrmann 
Associate Editor 





Virginia B. Harms 
Assistant Editor 





} 


Howard C. Tuttle 
Detroit Editor 


Editors are 


Wor Important Feop le 


Meet those on whom foundrymen throughout the industry rely to keep 
posted month after month on foundry developments and help in solving 
their problems. They are the Editors and Editorial Consultants of 
FOUNDRY who create the “editorial climate” which makes advertising 
in FOUNDRY so effective. FOUNDRY’S high renewal rate (74.77% ) is 
indicative of unusual reader interest. If you haven't seen FOUNDRY 
lately, we'd like very much to send you the current issue to better 


acquaint you with the job these Editors are doing 


2 


Virginia C. Taylor 
Assistant Editor 





2a 


E. F. Ross 
Chicago Editor 





= 


*: 


&v 


E. C. Kreutzberg 
Washington Editor 


= 
= 


Vincent Delport 
London Editor 


B. K. Price 
New York Editor 


L. E. Browne 
New York Editor 


¥ 


Ralph L. Lee 
Columnist—**Man to Man" 





John W. Bolton 
Gray Iron Consultant 


> 


" Xm 
‘ 
B. P. Mulcahy 
Cupola Consultant 


Albert E. Grover 
Cost Consultant 


John Howe Hall 
Stee! Consultant 





Harry A. Schwartz 
Malieable Consultant 








Don S. Cadot 
Editorial Art Director 





Robin Allen 
Art Editor 








Los Angeles correspondent Norman Lynn, 


Helping You Sell To Foundrymen 


WHEREVER METALS BM ARE CAST 


Pittsburgh editor William H. Humphries, Jr., 
were too busy on assignments to have their 


pictures taken. 


A Penton Publication 
Penton Building 
Cleveland 13, Ohie 
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Morrison Advertising Robotham, Edward W., & Co 
Morrison, D. K., Advertising 2h Robotham, W. Robert, Advertising 
Morrow, Tim, Advertising Roche, Williams & Cleary 
Morse International Rogers & Smith 
Moser & Cotins Roizen Advertising Agency 
Moss Associates Rolley & Reynolds 
Moss-Chase Co Rominger Advertising Agency 
Mullican Co Root-Mandabach Advertising Agency 
Myers, Willard G., Advertising Agency Ross Roy, Inc 
Myerson, Irvin, Agency Rothschild, David E., Advertising 
Rowe & Wyman Co 
Rumrill, Charlies L., & Co 


Nahser, Frank ¢ Inc 
Runkle, Lowe, Co 


Needham & Grohmann 

Nelson, Carvel & Powell Advertising Agency 
Nelson, George R.. Inc 

Nelson- Willis 

Nesbitt Service Co 

Noble, Albert Sidney 

Noble-Duvy & Associates 

Nolan & Twichell Advertising Agency 


Sackheim, Ben, Inc 
Sanger-Funnell 
Sann, E. W., & Associates 
Sayre, R. W., Co 
Schall, Donald B., & Associates 
Schank Advertising 
Northrop. R. D.. ¢ 41 ‘ Scheel Advertising Agency 
Norton Advertising Set b . ; Schneider, S. E.. Advertising 
Schnell & Assuciates 
Schonfarber, Gordon, & Associates 
O’Grady-Andersen-Gray 2 ‘ Schram Co 
Ollendorf, C. J., Advertisin * Schwimmer & Scott 
pom = Foley Scott, Hunter, Advertising Agency 
on wo — ot ¢ Sebrell, J. B., Advertising Agency 
. - . ; 2 Seeds, Russel M., Co 
Owen & ‘ppe! 4 365 Segar, Roscoe W., Advertising Agency 
Seid, Frederick, Advertising 
Selders-Jones-Covington 
, Shaw, John W., Advertising 
~ sieine < ay Yon fj Shec ter, Louis E., Advertising Agency 
cnr ena q Shepard, Bert L., Advertising 
4 b Sherman, Irvin, Co 
amg Co e Sherres, Marvin, Inc 
: . Shrout Associates 
Simon & Smith 
sing Agenc) 343 Sive, Leonard M., & Associates 
Smalley, Levitt & Smith 
Smith, Frederick, Advertising Agency 
SQventites Aasmen —- Son de Regger Advertising Agency 
ree q Southern Advertising Service’* 
Pied ome ye me 21: Sparrow Advertising Agency 
7 _ 95 Spaulding, C. Jerry, Inc 
Pugrin Advertising ‘ Speed & Co 
Pitt, Steddiford. Spencer Curtiss, Inc 


ra = a ‘ “ - . 7 Spitzer & Mills 
John O. Ci . : d Spooner & Kriegel 
Alford R Advert mr .. Staake & Schoonmaker Co 
P : - : Stanfield, Harold F., Ltd 
= J. & P 34 Stanford, Calvin, Advertising Agency 
> Stauffer, Fred J.. Advertising 
ah ig yg inte Stebbins, Barton A 


Price, P. W Advertising 7 
Pri - Robinson . Pe = “ F 36 Stein Advertising Studios 
seceiinmetineen, teen “3 5| Steller, Millar & Lester 
: Stern & Warren 
: : Stevens Advertising Agency 
RAF Advertising 237 349 Stone, Martha, & Associates 
Ramsdell, Lee, & | Street & Finney 
Rand - to ‘ : Stubbs & Montgomery 
Randall, Fred M., ¢ > Sturges & Associates 
Randall, Larcon Advertising " Sussman & Sugar 
R ea See Advertising Sutherland-Abbott 
nae “has : on 
Reach, Cha : Swink, Howard, Advertising Agency 
Read Brothers : Symonds, MacKenzie & Co 
Reaves, Ralph Y & Associates 37 
Reeves, Knox Advertising 2 on Taggart & Young 
oe Meyer & Finn — ‘ , a Tannhaeuser Advertising Agency 
Reingold Co . ‘ 353 | Tannley Advertising Agency 
Reinhardt, Emil, Advertising . 1 Thompson, J. Walter, Co 
Rehbock, Hollinger & Wallis 4a: - Tilds & Cantz 
Richardson Advertising Agency 3 5 Todd Coleman, & Associates 
. Ried] & Freede 3 Town Advertising Associates 
250 Ritchie Advertising Agency Towne, W. L., Advertising 
= a, Saat ane vas : 3 Tri-State Advertising Co. 
684 Rives, Dyke & Co., Advertising 27 5| Twiss. The House of J. Hayden 
oberts« suck! . : 
144 Rober mn & Buckley : " Tyler Advertising Agency 


Sa6 


BB 
5 3 


SEueé 


a3 


tS 


eNot available *"New Agency , Valentine-Radford Advertising Agency 
Partial operation in 1949 : Vanden Co 
‘New agency, Dec 1949 


New agency Feb. 1, 1950 
‘Formerly Homer J. Buckley & Associates New agency March, 1950 





This 20 #. Nystrom exhibit, nearing 
completion in our large, modern plont 
aTURES included extra disploy tobles, block 


light unit, etc., cost sligatly over $400 


west FE 


* Bos! 


cueck T 


models 
INVESTMENT : 


m 6 50 nelyaing oll COPY 
€ {r> $1 7 ve 


PREFABRICATED CONSTRUCTION 
FROM 100 BASIC ELEMENTS 
SAVES TIME AND MONEY 

yimes * Reo 


elve Here’s an exhibit display that “looks expensive” yet 
abit like costs a fraction of what you’d expect. It’s a colorful 
Lo ait Capex Prefab Display made of sturdy, lightweight 
saahed RIGICOR . ..a quality board developed especially 
cleaned « Select from for display construction. The BIG part of the saving 
enn ndividuel on Capex exhibits is made possible by modern pro- 
ast ne a skerch with duction methods! You select a basic style from twenty- 
requiremen'® two modern designs. Alterations and additions as nec- 
out cos! son OF essary are :nade to custom-fit your space and product 
promet — to ship - requirements. Every facility is available for name 
~ proved She" ecessory lighting—spotlights—product display—special copy 
— —everything at moderate cost. All costly engineering 
and skilled labor operations are eliminated when you 
buy Capex Prefab Displays! The shipping costs are 
very low—and NO INSTALLATION COSTS! 


LIGHTWEIGHT o 
minimum shipper 


tant t 
mporta 


costs 
ne-use QUAY 
assures —_= 
sH ° 
sploys 


core 


FINI 
RIOUS 
LuXU pr ced @ 


ELIVERY ° . 


ment ¥' 


Write today for FREE port 
folio of sketches and pho 
tographs of prefabs we've 
made ncluding those for 
many BIG companies! 


PREFAB 
EXHIBITS 
CAPEX COMPANY, INC. 


615 South Boulevard, EVANSTON, ILL. 








AGENCIES: Help clients make exhibit dollars go farther. Write for details on the Capex agency-representation plan 
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Van Handel Advertising Agency Wilson Advertising Agency 
Vautrain, Charles E., Asso 37: Wilson Advertising Agency 
Venable-Brown Co Wilson, Haight & Welch 
von Zehie, Willian Winius-Brandon Co 
Wittner, Fred, Advertising 
Wright Advertising Agency 
Wright, George Wilfred 


ade, Louis E., Inc 
alker & Downing 
alker, Harold C., Adve 
ulker, R. M.S 
alsh Advertising Co 
alther-Boland Associates 
ard, Taylor M., Inc 
aterston & Fried 
atts, Payne—Advertising 
Webber Advertising Agency 
Advertising Ser 
Vernon S., Advertising The following agency space figures were received too late to be 
Gerald, Advertising included in the tabulation. 
Wendt Advertising Agen 
Wendt, L. W., Co § 363 Banning Co 2 19 
West-Marquis $46 Van der Boom, Hunt, McNaughton . 2 
Weston Advertising 374 Sanborn Advertising Agency 
White Advertising Agency M3 Miner, Dan B., Co 
White Advertising Compan 45 Parkinson, C. V 
Whitehead & Sprague 290a Acme Advertising Agency 
Viggins Systems ll7a Brown, E. H., Advertising Agency 
Williams & Saylor 232 Wemple, Jack C.. Advertising 
Williams, Duvall, Advertising 5: 335 Bing & Haas 


Yates, Gar W., Advertising 


Zlowe Co 
Grand total 


Formerly the Waterson Co 


Associates 


Which ad 


Lists Sun Oil Co.'s nine 
rules for efficient marketing 
ruLes for efficient Belew ts 


@ NINE TESTED 


marketing have been summed up by the answer 

Samuel B. Eckert 

president, Sun Oil Co., New York 
The rule;, which Mr. Eckert has 


tested and applied to the company’s 


got the highest 


executive vice- to the problem 
on page 43 


Starch score? 


sales and distribution organization 


1. Don’t be afraid to try new ways 
of marketing, even though the The ad at left (Monarch) was best read. as shown by these scores. 
best advice may be against it 


Never enter a market you are Monarch Jones & Lamson 


handle as Seen 
Noted Noted Assoc. 


not qualified to 


economically as your competi- 





tors 
Do not sacrifice quality for the 


sake of reducing cost 





Give the customer good, but 


not ostentatious, service 


Protect your own markets by 
® THE DIFFERENCE in scores demon- as to scare away Machinery readers, 


competing vigorously, not by 
i : strates emphatically that ad size and whose interest in excavation is small 


seeking “gentleman’s agree- 
S — The moral would be when using 


case histories, be careful how you 


position alone do not determine how 


ments” or by appealing to 
ppee Mon- 


many readers you will attract 


government 

Keep a sharp watch on your 
competitor's quality and price 
structure, remembering _ that 
you must react quickly to any 
change that puts you at a dis- 
advantage 

Decentralize your organization 
by giving your sales managers 
full authority over small sales 


areas 


| Marketing 


arch’s readership was not excep- 
tional for a lathe advertiser. It was 
Jones & Lamson who missed the 
target. The very reason: 
bad aim 

J&L‘s emphasis on its customer's 


simple 


construction equipment was so strong 


do it. 

Further weakening J&L’s ad was 
the generalized headline and copy 
lead, which aimed at no one in par- 
ticular and could have been for 
lubricants, gages or any one of many 
other products 





ttle controversies as soon as 


possible after they arise 


8. Always play square with cus- 
tomers, employes, competitors. 





COMING AGAIN 712 PAGES Electronic Facts Fast! 


A service book like this takes year- 
September 1951 round work compiling, by experts. 
(Closing May 3!) 


Lists 19,049 


Engineers 


Directory to 
2500 Firms 


Indexes 75 
Engineering 


Product Classes 


Goes to Every Frank MacAloon, ex-navy radio man 
and his 5000 card basic list Wheeldex 


IRE Engineer. 
Distributors 
Edition 1500 


Total 
21,000 Copies 


A 3-Way 
service to 
Radio 
Engineers 


— Lists Men, 
; An assistant to Mr. MacAloon checks 
Firms and questionnaires and interview reports 


Products of to a subsidiary Wheeldex list 


Radio-Electronics 


Size 81/," x 11” 
Print Page 7” x 10” 


All advertising faces listings 
except spreads and catalogs 


Complete Catalog Section 

Manufacturers have created in the IRE DIRECTORY 

a most useful section! In 1950, twenty-four firms placed 

124 pages of “Complete Catalog Data” in the form of 

spreads and catalog inserts in this book. Altogether, 212 

firms placed advertising in the directory, providing IRE Vlesence Dtele@ue, eupert WM esd 

members with a well organized and permanently ac punch operator transfers information 

cessible file of product illustrations, specifications and to IBM cards for 

“where-to-buy” information of the utmost practical value. speedy sorts and For Detail 

© Rates for display advertising and for catalog inserts are ans a ee 

economical. Write “Advertising Department” for details bd 
THE MARKET 


DATA BOOK 
Business 


THE INSTITUTE OF RADIO ENGINEERS Publications 


Established 1913 








A Balanced Promotion Package 
“Proceedings of the .R.E.” The IRE Directory 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 18 N. Y. 
Circle 63026 





April 1951 | 87 





HORTAGES 
AHEAD 


When new sources are needed fast, directory 
advertisers receive preferential attention. And 
MacRAE'S BLUE BOOK is preferred—at 
most industrial purchasing points—for its 
accuracy, completeness and accessibility. 
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MacRAE’S :. 
BLUE BOOK 


18 E. Huron St. 
CHICAGO II, ILLINOIS 


ALL in ONE BOOK 
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Chapter activities 
of the National Industrial 
Advertisers Association 


Nati 5 kh A. 


news 


ters * 1776 Broadway, New York 19, N. Y. 








. 


Chapter heads get new guide 


NIAA publishes manual 
on improved administration 


® NEW yorK . . The National Indus- 
trial Advertisers Association has 
published a detailed, 55-page man- 
ual aimed at improving the adminis- 
trative efficiency and value of the 
services performed by local chapters. 

The manual, titled “NIAA Chapter 
Methods,” was designed primarily as 
a reference and administrative aid 
for chapter officers and committee 
chairman of tiie association’s 33 
chapters in the United States and 
Canada but should prove of interest 
to every NIAA member . . each of 
whom is a potential future officer 
The manual is being distributed 
among chapter officers. 

Basis of the manual was the book- 





TYPICAL CHAPTER ORGANIZATION 
BATIOWAL INDUSTRIAL ABVERTISERS association 
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ganization chart for a typical char 
ter of the National Industrial Advertisers 


Association is presented and analyzed in 


let on chapter administration which 
was prepared by the Chicago Indus- 
trial Advertisers Association and 
which won the 1949 McGraw-Hill 
award for the best contribution to 
industrial advertising by a local 
chapter. The CIAA booklet was ex- 
panded to into the new NIAA man- 
ual by NIAA vice-president and 
public relations chairman W. B. 
Montague, of the market develop- 
ment division, U. S. Steel Corp., 
Pittsburgh. 

In a three-page foreword, NIAA 
presents the objectives: 

“The good that members of the 
chapters of the National Industrial 
Advertisers Association get from the 
chapters is in direct proportion to the 
success of the directors, officers and 

ntinued on page 90 


manual, entitled 


designed to help 


NIAA’s new 56-page 
‘NIAA Chapter Methods 
administration and service 


Bennett Chapple Jr.. president 
Blaine G. Wiley. executive secretary 


Industrial ad needs isolation, 
change of pace, says Poore 

® cuicaco . . Isolation and change of 
pace are among the most basic and 
successful attention-getting factors 
in typography and layout, Taylor 
Poore, of Tempo, Inc., Chicago, told 
the Chicago Industrial Advertisers 
Association. 

“When your ad contains a series of 
ten units, all of them dark except 
the sixth one, which is light, then the 
light unit will attract the eye first,” 
he said. “Thus, the most important 
part of your message should be in 
the light unit. Readers find rest in a 
change of pace within like units. 

“Attention similarly is attracted to 
the isolated unit . . to the small, dark 
unit on a large area of white space, 
or the light unit on a large area of 
black.” 

He said that eye camera measure- 
ments, which are not conclusive, 
show that the eye tends to enter the 
page at the upper right. 

“But this can be changed by the 
layout man,” he asserted. “The lay- 
out can command the reader’s atten- 
tion to any one spot on the page first, 
by devices such as these.” 


Forecast big attendance 
at 1951 annual conference 


@ NEW york . . More than 100 men- 
bers have registered for the annual 
conference of the National Industrial 
Advertisers Association June 24-27 
in New York. 

NIAA executive secretary Blaine 
G. Wiley predicted attendance will 
be one of the largest for an annual 
conference. The record is 800 . . the 
attendance at the 1949 conference in 
Buffalo. At Los Angeles last year, at- 
tendance was 500. 
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Chapter heads get guide 





committee 


chairmen in discharging 
the duties of their respective of- 
rices 

It is the hope that this detailed 
guide will lead to greater uniformity 
f purpose and efficient administra- 


tion which will provide NIAA mem- 


bers the greatest return for the time 


ney invested in association 

es and that this, in turn, will 
ndustrial marks 

prese ting 

s de- 

of success- 

chapter adminis- 

fteen chapters spell out 

ze the duties and methods 

of directors, officers and committees 

Particular emphasis is placed on 

program and 


How -to- 


points for the other eight basic 


the operation of the 
membership committees 
do-it 
committees are also given 

The new manual and the NIAA 
public relations manual will give 
committee chairmen detailed blue 
prints for operation of each of the 
ten departments recommended for 
a chapter. At the same time, the 
over-all plan possesses enough flexi- 
bility for it to be applied to small as 
well as large chapters 

Printing and production of the 
two-color manual were contributed 


by McGraw-Hill Pub.Co.,New York 
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Urges more coordination 


of sales, purchasing, ads 
@ NEWARK, N. J Closer coordina- 
tion is needed urgently among ad- 
vertising, sales and purchasing 
departments in the current mobili- 
Roland B 
professor of marketing, University 
of Connecticut, told the Industrial 
Marketers of New 


group's 15th anniversary dinne1 


zation, Smith, assistant 


Jersey at the 


‘Advertising managers must keep 
in close touch with the sales staff 
because salesmen in the field know 
what customers complain about,” he 
said. “Salesmen know what market 
attitudes are, and are familiar with 
the relative selling values of prod- 
uct features 

“Advertising managers must keep 
close tab on the problems of the pur- 
chasing agent in his company be- 


cause, with shortages, allocations 


and delivery difficulties uppermost 
in industrial companies today, the 
purchasing department can give the 
advertising department pointers of 
priceless value for advertising copy 

“But there is no source of infor- 
mation as valuable to advertising 
men as your own customers And 
there is still no better way of getting 
that information than by putting on 
your hat and going out for it direct- 
ly. No amount of professional re- 
search or statistical analyses will 
ever give you the ‘feel of things’ 
unless you go out into the field and 
get it for yourself.” 

Fifteen of the 29 original charter 
members of IMNJ and eight of the 
organization's 16 past presidents at- 
tended the anniversary meeting and 
were introduced by chapter presi- 
dent Elliott Charlop, advertising 
manager, S. Blickman, Inc., Wee- 
hawkin 





YOU'LL LEARN PLENTY 


---and 
have a heck of 
a swell time when 


you come fo the 
‘51 NIAA convention 
at the Waldorf !———> 


* UP-TO-THE-MINUTE PANEL DISCUSSIONS 
+ FAMOUS SPEAKERS ON TIMELY SUBJECTS 
* SIGHTSEEING AND RELAXATION 


Take these 
2 steps NOW! 


1. Send in your convention registration with a check to NIAA headquarters... Save $5! 


2. Write direct for hotel reservations to the Waldorf-Astoria, Belmont-Plaza, 
Roosevelt or Barclay hotels in New York City. (Mention NIAA Convention) 


29th Annual Conference 
NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 
1776 Broadway, New York 19, N. Y. 
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One yardstick not enough 
te gage publications . . Boughton 


® sT. LouUIS Industrial advertisers 
go to extremes in choosing yard- 
sticks for measuring media, Clark 
Boughton, sales manager, Power, as- 
serted at a monthly meeting of the 
Industrial Marketing Club of St 
Louis 

Emphasizing the variety of yard- 
sticks such as inquiries, readership 
tests, renewal percentages, editorial 
content and percentage of home sub- 
scriptions, Mr. Boughton said 

“Most of us pick just one means of 
measuring and never change, while 
others jump to any new one that 
comes along, forgetting those that 
have gone before. If a publication 
makes a respectable showing accord- 


ing to many of these ways of meas- 
uring, the publication should be a 
pretty good one.” 

He warned advertisers to be wary 
in evaluating renewals, which appear 
high because of deaths and job turn- 
over that often puts a business paper 
reader in a new occupational field 
and a new field of reading interest. 

“Of every 1,000 persons in busi- 
ness, 300 die, retire, or leave the 
field,” he said. “Since 30% are thus 
eliminated from a publication's cir- 
culation, par for the course is not 
100° it’s 70%.” 

He urged industrial 
not to be discouraged when the first 
several ads do not inspire prospec- 
tive customers to change immediate- 
ly from the source of supply that has 
been serving them satisfactorily for 


advertisers 





NIAA WW years age 


ah! Bennett Chapple, director of 


publicity, American Rolling Mill Co., 
and president of the National Indus- 
trial Advertisers Association, listed 
four major responsibilities of indus- 
trial advertising for members of the 
Eastern Industrial Advertisers at 
Philadelphia 

We must make a real effort to con- 
tribute something to the cause of in- 
dustrial advertising, he said. Only by 
such cooperation can we make prog- 
ress. Responsibilities of an ad man to 
industrial advertising include 

1. Knowing what other companies 
are doing 

2. Knowing the part advertising 
plays in welfare and mutual interest 
work of his company 

3. Knowing the value of advertis- 
ing as business insurance in and 
out of season 

4. Knowing how to train young 
men to responsibility and 
carry on in industrial advertising 


accept 


® Don't disguise a form letter with 


fill-ins, said E. J. Heimer, sales man- 


a] 


Cd 


ager, Barrett-Cravens Cc., to the 
Engineering Advertisers Association, 
Chicago. If a message is of sufficient 
importance, it will pull, regardless. 
Other vital direct mail pointers are 
getting accurate lists, checking re- 
turns, and planning an entire direct 
mail campaign at the first of the 


year 


s A. R. Maujer, Chicago publisher of 
Industrial Power, told the Technical 
Publicity New York, 
“What constitutes results in adver- 
tising.” He gave examples of direct 


Association, 


results, but stressed those that are 
intangible, but equally important 


® A survey made by the Engineer- 
ing Advertisers Association, Chicago, 
showed that the average industrial 
selling expense of 33 companies was 
14°, of total cost, with industrial ad 
2.68% of 
sales ex- 


amounting to 
Variations in 


expenses 
gross sales 
penses showed that as sales volume 
increased, average sales and adver- 


tising costs declined 


many years. He said: 

“I dropped into a haberdasher’s in 
Chicago the other day and told the 
proprietor I had come in on the 
strength of his advertising. 

“ ‘How long have you noticed it 
he asked me. 

“*Ever since you have been run- 
ning the campaign, I answered. 
‘About six months.’” 

“*That’s fine’ he came back. 
‘We've been running it for three 


” 


on 


years.” 

“If he had become discouraged and 
quit early, he would have lost me.” 

Industrial advertisers likewise 
should not decide that advertising is 
no good if they are not swamped 
with orders early, Mr. Boughton ob- 
served. 


Chapple lists three jobs 
ahead for market research 


® SAN FRANCISCO Three responsi- 
bilities of marketing research were 
listed by Bennett S. Chapple, assist- 
ant executive vice-president, U. S. 
Steel Corp., and president of the 
National Industrial Advertisers As- 
sociation at the 7th National Market- 
ing Conference. 

They were: 

1. “Helping the mobilization effort 
move without any breakdowns by 
balancing the distribution of ma- 
terials.” 

2. “Keeping solicitation forces ac- 
tive in selling service.” 

3. “Estimating to the best of our 
abilities the changes in product dis- 
tribution in the coming buyers’ 
market.” 

Mr. Chapple said that marketing 
has grown until today it has “the 
widely recognized responsibility of 
planning what the relationship shall 
be between the opportunities of the 
market and the total resources of 
the company, and the parallel re- 
sponsibility of effecting the proper 
strategy for carrying out the sales 
end of this planning.” 


Next .. in 





LET PF DECALS put new life into your sales picture! Send 
today for the 16-page booklet, DECAL-WAYS TO SALES plus 
samples of PF decals. See the brilliant, true-color reproduction, 
ease of application! And remember, PF decals are tailormade — 


special decals can be designed for best service on your products. 


i] 


ecals 


brand your product, 
Sell in cost-free space! 


PALM, f 


art services, consultations and estimates without obligation 


Address Dept. 1M4, 220 West 42 Street, New York 18, N. Y. 


CHTIELER & CO. 


NEW YORK: E. LIVERPOOL, OHIO + CHICAGO 


+ +r + + + + + + eH OF 
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RESULT 
GETTER! 


IF YOU SELL TO INDUSTRY 
... ADVERTISE TO I. M.’s MIGHTY 80,000 


Whatever your product or service—if it has industrial application— 
you'll sell it faster, cheaper and in greater volume if you advertise 
it to industry's greatest mass audience! INDUSTRIAL MAINTENANCE 
covers leading Industrial Plants. Gives you deep penetration across 
all industry at lowest cost per thousand! Read ky more than 
240,000 piant operating men — the men who decice — who buy! 


FREE! Write for informative new 
Brochure, “FACTS ABOUT INDUSTRY'S 
MOST EFFECTIVE SALES TOOL!” 


THE LIFE oF INDUSTRY 


MEMBER OF EECA 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 


Win nation-wide 


Business 
Paper 
Editors! 


recognition for the 
editorial job you 
did in 1950! 


_ p ‘ Annua 31 Achievement petition 


Industrial Marketing 


Fiberglas medicine show 


sontinued from page 35 





The chore of developing a format 
and script for the show itself called 
for services of an expert translator, 
the rare breed of bilinguist equally 
eloquent in the engineer's technical 
lingo and the man on the street’s 
plain talk. Such a man is Tyler S. 
Rogers, director of technical publi- 
cations for the company, a former 
architectural editor, and author of 
several books and articles on home 
and city planning. 

Hearing of the idea, Rogers set 
about sifting the welter of technical 
data about Fiberglas material prop- 
erties into simple terms and suggest- 
ing how these properties could be 
dramatized. After a conference with 
Ben S. Wright, vice-president and 
general sales manager, and division 
sales managers, a preliminary show 
outline was written 

From the current crop of Fiber- 
glas sales trainees, several young 
men were enlisted for the cast and 
carefully rehearsed. Recordings were 
made and played back, each section 
timed by stopwatch. Bugs were 
eliminate, the script was redrafted 
and polished and the show opened 

The composite Fiberglas show per- 
former is a 25-year-old who joined 
the company in 1948 as a sales 
trainee. He dresses neatly and may 
or may not be handsome, depending 
on individual concepts of male pul- 
chritude. He has plenty of person- 
ality and zip . . without being offen- 
sive about it, the company hopes 

Like the child who has learned to 
swim by being thrown out of a row- 
boat, the man has to overcome 
platform phobia and think on his 
feet by doing it 

Indoctrination of a candidate starts 
with several weeks of advanced 
speech training. He is asked to put 
some assorted Fiberglas facts into 
his own words for a brief talk. After 
he seems ready to replace a cast 
member, he gets two weeks’ indoc- 
trination in Fiberglas nomenclature 

The cast of five young men travel 
by passenger car and aboard truck, 
in whose 2,000-cu. ft. semi-trailer 
the show props are carried. Stage- 
hands as well as performers, they 
move into a town, often at 2 or 3 
a. m., unload the trailer and set up 





their show props in the hotel dining 
room or other assembly hall in which 
the performance is to be staged. 

After a decent interval of sack 
time, they rise, breakfast and give 
props a final checkover before the 
FPD’s noon, afternoon or evening 
performance. Following final presen- 
tation of the show in a town, the 
men change back to work clothes, 
disassemble the props, reload the 
trailer and take off for the next show 
site 

An advance man usually precedes 
the other 
where the show is scheduled, but 


performers into a city 


the main responsibility for ballyhoo, 
invitations, hall-hiring and other on- 
the-spot preliminaries is the branch 
sales manager's in whose city or 
territory the show is booked 

The company believes that serv- 
ice in the cast is good sales training, 
giving a young salesman added poise 
and practice in quick thinking 
There is, in fact, a waiting list of ap- 
plications for the cast, largely, be- 
cause after a tour of duty in the show, 
the young men have become first- 
rate salesmen 

As evidence of the impression 
made by the cast, the company cites 
this story: during a West Coast en- 
gagement, the president of a manu- 
facturing company stayed after the 
show to offer the entire cast jobs, 
at substantial salary increases, to 
similarly demonstrate his products 
His offer was politely declined 

The show, after a performance at 
the New York Sales Executives 
Club, now is on its way for appear- 
ances in Montreal, Ottawa, Toronto 
and the Sarnia-Windsor area 





Associated Business Publications 
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to talk to your 
customers... 


today 


. shortages, delayed deliver- 
. . place 


Today’s problems. . 
ies, conversion to war-time production . 
new responsibilities on advertising. 

“What to Say . . . in your Business Paper Ad- 
vertising . . . Today,” a new McGraw-Hill book- 
let, suggests copy themes that have been tailored, 
by experience, to the problems confronting many 
companies. Included is a check chart and exam- 
ples of advertising applications. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 
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Li sae 


M-GRAW HI. 
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editorially 


‘ 


Do You Read Fast Enough? 


® Possibly you are a slow reader. Recent reports 
indicate that we may be developing into a race of 
sluggish readers. And apparently the lack of read- 
ing speed exists at many, if not all education levels 


Many top executives taking the Harvard Busi- 
ness School's famed advance management course 
have a reading speed which does not exceed that 
of a normal seventh grader. 


The armed forces have found it necessary to 
provide instruction in elementary reading for 
both officers and enlisted men 


Some of our universities have discovered that 
many college students have yet to master the art of 


rapid reading 


Many companies today have noted the decline in 
the basic art of reading . . and have deemed it wise 
to have key employes take special courses to in- 


crease reading speeds 


Publications competing for the public’s reading 
time have recognized the importance »>f getting, 
not just readership but concentrated and rapid 
readership. P. C. Lauinger, publisher of Oil & Gas 
Journal, which carries more pages of advertising 
than any other publication in the world, is quite 


aware of this need 


Addressing a clinic meeting of the Associated 
Business Publications in Chicago, he told publish- 
ers and editors that quality readership depends not 
only on circulation, high quality editorial content, 
getting the reader's time and attention but also 


on showing him how to read 


Describing his publication’s effort to help readers 
read more effectively, Mr. Lauinger explained 
We are preparing to distribute to our subscribers 
and prospective subscribers, a booklet entitled, 
“Reading for Profit.” There is a technique for 
everything, even for reading a business paper. In 
this booklet, we tell how a reader may be reward- 
ed by the use of our publication, suggesting tech- 


niques for reading it most effectively 


“We point out benefits to them of reading pur- 
posefully, of reading consistently, and the neces- 
sity of everyone in business today retaining and 
improving their ability to read effectively. The 
book emphasizes that reading is a thinking job 
that reading is to the mind what exercise is to the 





speaking 


body; that to read effectively is the first step to- 
ward thinking effectively * 

With educational, industrial, military and pub- 
lishing groups actively concerned about the “de- 
clining art of reading,” it is time for the individual 
also to take stock of the situation. 

The ability to read faster obviously can be ex- 
tremely helpful to men and women in the fields of 
selling, marketing, advertising and publishing. 
Many find it necessary to pass up “must” reading 
simply because there are not enough hours in the 
day 

According to training specialists, reading speeds 
can be increased from 20 to 300% in several weeks 
A minimum increase of only 20% can open the 
horizon for one-fifth more learning in your life- 


time! 


An Advertising Agency? 


® Some months ago in this department, we took 
our advertising agency friends to task for not us- 
ing their own tonic . . advertising. We mentioned 
that only a few agenciés saw fit to use direct mail, 
business paper space, slide films and movies to sell 
industry on the advantages of using a reputable 
advertising agency. 

At the risk of harping too much on one subject, 
we would like to tell a short but true story 

In recent weeks, a midwestern manufacturer 
telephoned us. He had a product which he had 
been successfully selling to one certain market 
but he had come to the conclusion that there 
should be good market for this same product in 
another and quite different field 


He hadn't advertised before . . thought perhaps 


he should but wasn’t quite sure how he should 


go about it . . what magazines he should use, etc 


The most amazing part of the conversation came, 
however, when we suggested that he contact an ad- 
vertising agency for advice. He had only the 
vaguest conception of the services offered by ad- 
vertising agencies. He was only remotely aware 
of the fact that agencies could provide media and 
market information. It was necessary to explain in 
detail, the commission and fee arrangements under 
which agencies serve clients. 


An unusual case? Probably. Or is there a chance 
this case might not be as unusual as we think? 





Effective Oil Field Sales Calls . . 


2¢ each 


The job of making sales calls on widely-scattered oil field men is costly 
just how costly is reflected by average figures reported to WORLD OIL 
by companies selling varied field items: 


The cost of a typical oil country sales 
call varies from $8 to $20 


Calls that cost so much have to be highly effective in order to show a 
profit. One of the best ways to insure the effectiveness of personal sales 
calls is to pre-sell prospects on your product or service through adver- 
tising in WORLD OIL. 


WORLD OIL pre-selling costs less than 
2c per call 


Based on a full every-issue n.onthly advertising schedule, it costs you 
less than two cents a month per man to help your salesman close the 
order before he gets in to see 93% of the men who buy or specify 
98% of all oil field equipment. 


Schedule greater oil producing industry sales for 1951— 
Schedule WORLD OIL. 


specialized for exploration, 
drilling, producing, pipe line operations and management 


established 1916 as The Oil Weekly 


P. O. Box 2608 © Houston 1, Texas 


93% of the wom who tuy ov specify 982 of all ob field squipmunt read Weld ob 
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Peabody makes a test 


of sales without advertising 


® LETS NOT KID anybody 
business without ad 

Peabody Engineeri 
York, can prove that 
sold $14,250 worth 
burners in 1948 without 
advertising penny 

And no extra worries. No agen 
to bother with. No advertising budg 
et to plan, approve and pour money 
nto. Fewer decisions to make 

But Peabody has spurned 
Peabody 


knowledge, has switched t 


ple life despite all thi 


adv 


ising 
After 
sales without advertising in 1948, the 
ompany made its switch in 1949, in 
which year sales rose to $132,200 
With continued advertising in 1950 
sales rose to $500,000 
Let's me 
point, either. Industrial advertisin 
s a sales tool, not a sales closer. The 
company does not claim that these 
achieved by 
Peabody 
added four salesmen to its New York 
staff and fou 


Dayton 


impressive results were 
advertising alone. In 1949 
saies agents 
more Pittsburgh and St 
Louis 

But the company does believe, a 
results show that the advertising 


helped build customer acceptance 


and produced inquiries that led t 
sales 

The company is so « mnvinced that 
it now is launching a new advertising 
campaign to introduce a new burns 
n markets where two years of pre 
vious advertising has already built 
an acceptance that would not other 


wise be there 


nging up that $14,250 in 


1949 involv- 


It was a 


campaign in 
no genius 


conventional but capably executed 
\ 


ndustrial advertising campaign cen- 

on business papers and direct 
ail, supported strongly with the 
ight kind of merchandising and co- 
wrdinated publicity 


The job to 


eate interest in the product among 


advertising was to 


management operating engineers 
and others interested in generating 
ior heating processing ol 

reach these buyers, the com- 
two-thirds 
Heating & 
ng, Industry & Power 
Generat on A 


two-color bulletin on the 


ran spreads and 


ir Com bustior 


and Power 
lour- page 
burner was mailed to 2,000 potential 
buyers 
To merchandise this advertising 
the bulletin and preprints of the ads 
were mailed to sales agents before 
each ad appeared, accompanied by a 
tter announcing when and where 
each ad was scheduled. Letters sug- 
gested additional uses for quantity 
preprints 
The company mailed a news re- 
ease with detailed technical descrip- 
tion and photo, announcing that the 
burner was on the market, to 85 in- 


dustrial papers 


Ad copy .. emphasized that the 
burner used oil or gas, without need 
for auxiliary equipment, providing 
ow-cost combustion 


In 1948 with no 


company had received no inquiries 


adve rtising the 


In 1949, the company pulled 567 in- 


now available 


sco oe 


PEABODY 
Automatic Burner 





quiries, which were screened and 


followed up by salesmen and sales 
agents. The 1949 sales total 
sented a 1,000 


advertising expenditure was $7,000 


repre- 


annual increase. The 


The 1949 campaign won Peabody 
third place in the annual competition 
sponsored by Putman Publishing 
Co., Chicago, for the best document- 
ed results from advertising 

This year the company is expand- 
ing its schedule to ten additional 
business papers in the laundry, pulp 
and paper, food processing and hotel 
fields 

The agency is Richard La Fond 


Advertising, New York 





7: Why PETROLEUM REFINER Is Recommendable 


Most Refining Industry Men 
Read Petroleum Refiner .. . 
now many say they read it exclusively 





PETROLEUM REFINER has paid subscriptions among key men in com- 
panies accounting for better than 98% of all refining, natural gasoline and 
petrochemical operations. Recently a cross section of more than two thou- 
sand such individual subscribers were asked what other oil magazines they 
have a paid subscription to—or receive free through the mail. 

Nearly half—47.7% of them—said “Only Petroleum Refiner.” 

Since the sample was so large it is probable that this percentage or close to 
this percentage of PETROLEUM REFINER’s more than 9,000 paid sub- 
scribers will not be reached through any other oil magazine—paid or free. 
Significant as this fact rnay be, it isn’t submitted as a cause to drop or omit 
all other advertising schedules to this billion dollar-a-year refining market. 
Rather, it is just one more pound of evidence proving that if you want the 


most returns from your refining industry advertising dollar . . . first schedule 


PETROLEUM REFINER. 


Schedule greater refining industry sales for 1951— 
Schedule PETROLEUM REFINER. 


specialized for refining, natural gasoline, | 


| 
and petrochemical engineering, operation and ewe 


| 
P. O. Box 2608 © Houston 1, Texas | 


j 


| @@ 


i ; 


Meow oil nefiving mew pay to read Rtrotewm Refiner then. any, dther oil paper 
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BUSINESS PAPER | 


You can win nation-wide recognition for the 


editorial job you did in 1950! 


Enter the 13th Annual Business Paper Editorial Achievement 


Competition sponsored by 





ae 


It's easy to enter because the competition covers 
material published last year. You've already 
done the big part of the job. All you need do 
now, is to organize and enter material which 


you have already published. 

This is your chance to dramatize the impor- 
tance of high quality editorial content to both 
advertisers and agencies. 

You can enter your best editorial material in 


any or all of these five classifications! 


l. For the best series of related articles on one 
theme. The articles must appear in two or more 


issues. 


2. For the best single article or editorial serving 
the publication's field. The judges will consider 
either technical or general articles, editorials, 
news, and presentation of technical or product 


information. 


3. For the best single issue, special issue or 


annual issue devoted principally to a single 
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a 
," 


subject or a central theme. Independent direc- 


tories are not eligible. 


4. For the best graphic presentation appropriate 
to the publication’s function. Individual fea- 
tures or complete issues will be judged on 
design, format, typography, or treatment of 


illustrative drawings or photographs. 


3. For the best original publication, market or 
technical research published in a regular issue. 
Research must be initiated by and financed by 
the publication. 


Your entry will be judged in competition with 


other publications in your own field. 


Important Notice: 


. Physical size of the entries must not exceed 18” x 24”. 


. When you wish to submit any one entry in more than 
one classification, you must send duplicate copies. 


. Use a separate blank for each entry. 





®@ Fifteen first award bronze plaques and 30 certificates of 
merit are offered in three broad fields of business paper serv- 
ice: Group A. industrial, Group B. merchandising, trade and 
export, Group C. class, institutional and professional. 


® Winning entries will be named by three panels of judges, 
carefully selected for their knowledge of the field served by 
each g'roup of business papers. 


@ Editors and publishers may enter their best work from 
issues dated January, 1950 through December, 1950. The 
competition is open to editors of all business papers (not house 
organs or company publications) published in the United 
States or Canada. Foreign publications or foreign language 
Fou Tt tT nt publications are not eligible. All entries must be postmarked 


wor TONE evElhe vue FERTOD 
a 


ewete '9) 4850 not later than Tuesday, May 1, 1951. 


FIRST AWARD TO 


To: Bob Aitchison, editor 
INDUSTRIAL MARKETING 


E. Illinois $ 


Please send us .. . entry bianks (one for each entry) for the 13th Annual Busi 
ness Paper Editorial Achievement Competition. Our publication should be 
classified in the following group 


First place awards will be made [ A. Industrial 
at the National Industrial Adver- 
tisers Association Conference June 
24 - 27, 1951, at New York. (1 C. Class, Institutional, Professional 


= " 
v 


[) B. Merchandising, Trade and Export 





Use this coupon 
to order 
entry blanks 
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Copy Chasers 





All it says is The trucks that do the 
most for you! By Godfrey, in a bak- 
ng magazine, we claim it would be 
25 better if it said nothing mor« 
than The trucks that do the mos 
for the baker 
United Board & Carton Corp. de- 
signed itself a good-looking singl 
heet insert in several pretty 
to promote It's Magical 
metallic foil cartons ncrea 
sd profits But this ad is ir 
magazine and the ad's illustration is 
i liquor package. Now, butchers may 
drink, but as businessmen we igure 
they re interested in know ry where 
netallic foil cartons ay any plac 
n the meat business and how they 
off. United also lis 
ad but sof: 
at packe 
took a few extra pains and 
near-perte i 
trade pape The photos 


business 


} 


j woos ; es 

Who said that Guy named 

ve Costa who makes ice cream ove! 
Jersey. And so on. Ad is saturated 


tl specilic Se lus good 


“Ive seen how FRIGIDAIRE 
TERO SELF-SERVERS can actually 
boast sales POS ' ae pune tx ns 





ind text. An OK AS 

I JOHN RAND, copywriter 
‘one & Belding, Chicago 

y-Burrell Corp. make equip- 

lots of fields but in the dairy 

y use a catalog page ol! only 

lant equipment Labor- 

Specials complete with 

and a genuine order blank 

but, no horsing 

der the actual equip- 

advertised 
out-Waldron, too, n akes equip- 
lots of fields but in this 


ling paper, they're 


FRIGIDAIRE Amencas Se. Line of lee Crem Cabseets 
ye 





smart and thrifty feature just 
milling machinery under the head, 
Pointers to Profits.” The ad is fur- 
ther pepped up by an unusual and 
interesting type and layout styling 
What will it cost me not to go in- 
to paper?” The picture shows a dairy 
owner pondering this weighty prob- 
lem in face of little copy balloons that 
echo Good Housekeeping, the De- 
partment of Commerce, Standard & 
Poor’s and Pure-Pak, who all say 
that glass milk bottles are definitely 
kaput. The Pure-Pak Division of Ex- 
Cello Corp. signs this forceful ad, 














ee aa ee 





Product news and information is 


more vital now than ever! 





CONVERTING 
TO WAR Urgently checking i for 


PRODUCTION up-to-the-minute information on 
EQUIPMENT 

PARTS 

MATERIALS 











EQUIPMENT 
= PARTS 
= MATERIALS 
aes | 


CONTINUING i 
REGULAR Urgently searching for 
PRODUCTION new and substitute sources of 














oY ay BOTH need product information now more than ever! 


BOTH depend on Industrial Equipment News as 
industry's original and most complete service special- 
izing on product information. 


Details? Ask for ““The IEN Plan” 


¥~SS. ve o.. oad ‘4 


BRANCH OFFICES—BOSTON ~ CHICAGO «+ CLEVELAND + DETROIT + INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 


April 1951 | 103 





More New Business Opportunities 
Today than Ever Before in History 


With industry investing $23.9 billion in new plants and machines 


this vear, (a 29°. increase over 1950 and a 24°) increase over the 
peak year of 1948) the greatest opportunities in history are all around 

. We are going to produce boch guns and butter on a scale so vast 
that every industry, every business, must revise its thinking and 


raise its sights. 


As Paul M. Dollard, president of Daystrom Corp. recently told the 
American Management Association: “I look forward to alert man- 
agement solving the problem of materials shortages, and at the 
same time developing new potential markets by accelerated research, 


design, and merchandising aggressiveness”. 


In re-aligning your sales strategy, in evaluating market readjust- 
ments, in searching for new market potentials and analyzing new 
marketing problems, turn first to your 1951 MARKET DATA BOOK. 
While it cannot give you all the answers, it does provide a wealth of 
basic data which will give you a better understanding of 85 indus- 
trial and trade markets, plus information on publications in each 


field which can assist you in capitalizing on today’s new opportunities. 





Look for this Emblem 

. « in the advertisement of a business publication . . . it mecns that 
the publication has filed, in the INDUSTRIAL MARKET DATA BOOK 
Number, detailed facts regarding its editorial services, circulation, 
influence, morket studies, etc., and this will be found adjocent to 
data on the market served 
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Market Data 
Book NUMBER 








For Detailed 


Abernethy Publ. Co., Inc. 

Advertising Age 

Acronautical Engineering Catalog 
Aeronautical Bagsncering Review 

America Clinica . 7 
American Artisan : 52-53 
American Automobile (Overseas” 

Edition) . 230-231 
American Builder 108-109 
American Ceramic Society, The 137 
American Ceramic prered Bulletin ee 
American City, The 
American Exporter 
American Exporter—Industrial 
American Institute of Electrical 

Engineers . 

American Lumberman & Buliding 

*roducts Merchandiser 
Anvwrican Metal Market 
Amcrican Restaurant Magazine ; 
American Society of Civi Engineers . ° 
American Society of Mechanical 

Engineers 
American Water Works Association 
Annual Meat Packers Guide 7 
Applied Hydraulics 
Architectural Record 
4A.S.M.E. Mechanical Catalog and 

Directory 16, 
Associated Construction Publications 
Automotive Ne 
Aviation Age (formerly Aviation 

Operations) : 

Aviation Market Book 


Bacon's Clipping Bureau 

Bedding 

Bottling on! 

Boxboard Containers (formeriy 
Shears) 

Breskin Publishing Corp. 

Brewers Digest, The 

Brick & Clay Record 

Building Supply News 

Butane Srepane News 

Butter, Cheese and Milk Products 
Journal, The 


Caminos y Calles 
Candy Buyers’ Directory 
Candy Industry 
Candy Merchandising 
Ceramic Bulletin 
Ceramic Data Book 
Ceramic Industry 
Chilton Publications 
Civil Engineering . . 206 
Coal Age ..Insert Between 152-153 
Commercial Fertilizer 1 
Commercial Refrigeration & Air 

Conditionin 18.19 
Concrete Products 129 
Conover-Mast Publications 

4, 81, 209, 325, Back Cover 

conover-Mast Purchasing Directory 325 
sonstruction Bulletin . . 215 
‘onstruction Digest .. 215 
‘onstruction Equipment ° 
‘onstruction News Monthly 215 
Constructioneer 211, 215 
Contractors and Engineers Monthly 13, 223 
Cotton oe 
Cotton Gin and Oj! Mill Press, The . 157 


Dairy Industries Catalog 165 





Tihielautelikels 


THE Zee 1951 EDITION CONTAINS ... 


1. The latest data in words, 


sales, production, consumption, 


graphical distribution of companies, buying trends - 

plus a score of other factors significant in selling and 
advertising to the 85 major classifications of trades 
and industries which are broken down into 


classifications 


indicated, from government agencies, trade associa 


tions, 


result that several sides of most market pictures are 


exposed for your evaluation 


2. Over 2,300 business papers, 
hese 


Die Castings ‘ ee 18-19 
Diese! Engines, Inc. 181 
Diese! Power and Diesel Transportation i 
Diese! Progress 181 
Diese! Publications, Inc. Goescoes 179 
Dixie Contractor ; one 
Dodge Corp., F. ° eee 
97, 98-99, 139, 177, 
Domestic Engineering : 2e0 
Domestic Engineering Catalog 
Directory ~+. 44-45 


230-231 
. 4 


$23, 417 
. A445 


E!] Automovil Americano 
El Exportador Americano .. 
‘armaceutico 
El Hospital 
Electric Light & Power 
Electrical Catalogs 188 
Electrical Construction & Maintenance 
Electrical Engineeri 7 
Electrical Publications, Inc. 199, 403 
Electrica! South : : : 10 
Electrical West : 195 
Electrical World ececes 185 
Electronics Buyers’ Guide 205 
Engineering & aaning Journal 
nsert Between 352-353 
Equipment, Machinery and Raseeseeses 3-19 
224 


Exportador ‘Americano 


Factory Management & Maintenance 
Farm Equipment potaiing 

Farm Implement New 

Florists’ Telegraph Delivery News 


eoeeeET The 
Foundry, 
Fritz Publications, Ine 
Fueloll & Oil Heat 
Fuelot! & Ol! Heat Buyers’ 


Guide and 
Industry Directory , 


Gas . . 283 
Gas Heat 61 
Gillette Publishing Co 213 
Golfdom 293 
Gussow Publications, Inc., Don 89, 263 
. -187, 263 

59 


Haywood Publ. Co 
Heating and Ventilating 
Heating & Plumbing Equipment News 
Heating, Piping & Air Conditioning. . .48-49 
Heating Publishers, Inc. 57, 
Hospital Management 288-289, 347 
Ice Cream Review ‘ 165 
Implement & Tractor 243 
Industria y Soldadura , 18-19 
Industrial Distribution 
Insert Between 296-297 

Industrial Equipment News . 313 
Industrial Heating . 
Industrial Maintenance 
Industrial Marketing 
Industrial Press ecee 
Industria! Publications, Inc. ... 
Industrial Publishing Co. .. 
Industry & Welding 
Ingenieria Internacional 

Conptreceion 230-231 
ngenieria Internacional Industria. 230-231 
Institute of the Aeronautical Sciences 79 
nstitute of Radio Engineers, The. . 202 
nstitutions Catal D vey seeues 
nstitutions Magazine ... . 2-3 
Instruments eres , 329 


ird Cover 
, 331 





figures and charts on 
number 


Information is compiled, with sources 


classified according 


Publications See 


and geo 


285 sub 


publications and other expert sources with the 


3. Approximately 
make available to you through paid space their own 
informative data on markets, coverage and services. 


to markets served, are listed with details on rates, 
circulations and mechanical specifications. 


200 leading business magazines 


Trade association names and addresses, classified 
according to markets served, are included to aid you 
in directing inquiries for special information. 


5. Market studies especially prepared by business 


publications are digested and catalogued by markets. 
Copies will be delivered to you upon inquiry to 


the 1951 


Instruments Publishing ‘ Co., Ene. The.. 329 
Iron Age sees = BB4-365 


Jenkins Publications, Inc. enceseo Gn 

Johnston Export Publishi 

Journal of the American 
stitute 

ay of American Water Works 


saenebs = 


ss'n 
Journal of Chemical Education 


Keeney Publishing Co. .. . 48-49, 52-53 
King Publications . ‘ 217, 335 
Ladle ces savedene 55 
Leather & Shoes . eevee -. 451 
Machine Design 

Machiner; 

Macleay-Hunter Publ. Corp. 

MacRae’s Blue Book rr 
Manufacturing C onfectioner, The 
magutactartng ContesBenee Publ. Co., 


e 
Marine En 
Materials ods 
McGraw-Hill "le Service 

og¢00enees . 149, 188-189, $57, 457 
McGraw-Hill Digest _. 236-231 
McGraw-Hill International Corp. . .230-231 
McGraw-Hill Publishing Co. ..... 8-9 
Mechanical Engineering , 316, 3 
Mechanization, Inc. : 
Michigan Contractor & Sulicer 
Mid-West Contractor 
Military —_~ The 
Milk Dealer 
Milk Plant Monthly’ 

Mill & Factory 
Mining Catalogs 
Mining Engineering 
Mississippi Valley Contractor 
Modern Materials Handling 
Modern Packaging 
Modern Plastics 
Modern Railroads 
Motorship 


National Milk Publ. Co., Inc. 
National Petroleum News 

.. Insert Between 388-389 
National Provisioner . 270-271 
National Roofer «ees 101 
New England Construction 215 
New Equipment Digest ee 321 
New South Baker 1 


Occupational Hazards . 18-19 
Olsen Publishing Co. 165 
Operating Engineer . 412-413 


Packaging Parade 395 
Panamerican Publishing Co., Inc. 227 
Paper & Pulp Mill Catalogue, The ° pe 
Paper eneny he .... 

Penton Publishing Co. 175, 321, 367, $03 


Petroleum Processin 

nsert Between 38. 389 
Pharmacy ‘International . . 230-2. 
Pit & Quarry 

Pit & Quarry Handbook 

Plant, The . : 

Plant’ Engineering ; 

Plumbing & Heating Business 

Power cee 

Power Engineering 

Powers’ Road and Street Catalog 
Practical Builder . 
Proceedings of the LRE. 





161 
Back Cover 
149, 357 


IMDB’s Reader Service Department. 


INDUSTRIAL MARKET DATA BOOK 


Product Des & Development 

Public Utilities Fortnightly 

Public Util = Reports, 
rehasing 


Railway Ag 431 
Railway fansrits & Maintenance 


Railway 
Co. 


Railway Mechanical Engineer 
Railway Purchases and Stores ..... 
Rewer Signaling and Communica- 


Refrigeration Industry, The 
Reinhold Pub ‘ 
Roads and Strate 

Reck Produc 

Rumpf Pablishing Co., , The 


School Executive 

Screw Machine * em 
Serew Machine Publ. Co., Inc. 
Shears ... 

Slebel Publications 
Simmons-Boardman Publ. Corp. 





337, 431-432 
Slocum Bilaninn Eo ‘Co. 71 
Smith Publishing Co., W. R. C. 
Snips Magazine, The 
Southern Advertising and Publishing. . 
Southern Automotive Journal 
Southern Buildi —— : 
Southern Canner : 
Southern Garment Manufacturer .. 
Southern Hardware 
Southern Jeweler . 
Southern Lumber Journal and ‘Butiding 
Material Dealer : 8 
Southern Power and Industry . 
Southern Printer 
Southern Pulp and Paper 
Manufacturer 1, 
Southern Stationer and Office Outfitter 
Southwest Builder & Contractor ‘ 
Steel 


ee 

Successful Farmin 

Sweet's File, Architectural, 
Engineering 

Sweet’s File, Mechanical Industries .. 

Sweet's File for Power Plants 

Sweet's File, Process Industries 

Sweet's File, Product Designing 


Taxicab Industry, The .. 

Technical Publishing Co. 

Texas Contractor 

Textile Catalogs 

Textile Industries . 

Textile World 

Textiles pemamestoones 

Thomas Publishing C 

Thomas’ Register of American Manu- 
facturers 

Trafic World . 275 

Transportation Supply News 2nd Cover 


Utilization 421 
Vance Publishing Co. 107, 471 


Water & Sewage Wo 


rks 213 
Welding Engineer Insert Between 466-467 
Western Builder . 215 


Western Construction 
Western Industry 
Western Newspaper Union 


Wood oeese 
World Construction 
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and even supplies a coupon to get 
straight on all the facts 

Here's what we mean with a hori- 
zontal advertiser like a truck manu- 
facturer International Harvester 
does it right, writes it write with, 
‘How to keep milk delivery costs 
from milking away your profits.” 

American Can Co. writes a very 
interesting piece of copy in “It’s not 
men they're cheering it’s milk.” 
The time is 1841 when the New York 
& Erie Railroad carried the first 
shipment of milk from Orange Coun- 
ty to Jersey City for transshipment 
to New York. One step further and 
you're into a good pitch on the mod- 
ern, economical Canco flat-top pa- 
per milk container 

Taylor 


markets in a million industries 


Instrument Co.'s, with 
bravo, they're specific as all get out 
in this canning ad, “Wan to get 20° 
more cases per retort per day?” 

Armstrong Cork Co., they, too, sell 
everybody and his brother but in 
this ice cream paper they’re answer- 
ing, “What is the best finish for a 
cold room ceiling?” 

And Victor Chemical, it also gets 
around 
it’s right on the beam with, “When 
you put Self-Rising Flour Up Front 


but in a milling magazine, 


everyone profits!” 

And another chemical house, Mon- 
santo, hits the jackpot, also in a mill- 
ing magazine, with, “How to control 
your dough.” 

Guess that could also run in a 
bankers’ magazine! 


The Copy Chasers 
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Problems in marketing 





log, frequency of other changes, 
number of copies you must print, 
and frequency of price changes, it 
may not be practical to do this. Ob- 
viously you must do the next best 
thing 
First, 
catalog the relation of one product to 
another with regard to price. You 
can explain that Item A is the lowest 
priced, economical product for very 
ordinary service. That Item B is a 
bit stronger for tough industrial 
usage and cost a bit more. That Item 
C is for the most extreme wear and 
tear and naturally costs more than 
A and B. A rough percentage figure 
would help in showing this relation- 


indicate clearly in your 


ship 

Second, a simple net price folder 
used as a supplement to your cata- 
log will give the exact prices and 
can be sent to active customers and 
prospects immediately when the 
price of your products change 

If in your particular industry your 
catalog is small and not too expen- 
sive, and you believe prices are com- 
pletely satisfactory for the duration, 
then you might have a better argu- 
ment in favor of a net price catalog. 
When preparing a net price catalog, 
however, you should keep in mind 
that you are going before not only 
your customers but your competitors 
with published prices which might 
more easily be shaded by competitors 
when certain orders are available 
that look particularly desirable 


Camera-shy executives. . 
and how to get their pictures 


® PART OF YouR job as advertising 
manager should be to maintain at all 
times good photographs of your ex- 
ecutives who may figure in the news 
from time to time. It is well to have 
two or three poses of each man for 
variation 
1. Standard, formal portrait 


2. A typical business view in his 
office or at his desk. 

3. An informal sports or relaxation 
photograph. 

With this selection you are ready 
if there is an important announce- 
ment for the newspapers and busi- 
ness press, a release regarding some 
new development or business trend 
or perhaps a semi-business or social 
story involving a trip to Africa or 
something similar 

Most business executives are cam- 
era-shy and prefer not to have their 
picture taken. However, if you assure 
them that a story with a photograph 
is worth much more that they 
owe it to the business to have current 
photographs available . . I am sure 
you will be able to get them to pose 
at least for one or another type of 
picture every two or three years 


Does informality help 
direct mail pull harder? 


ire sending out a series 
lings. In one we use a 
be returned to us, and in 
Our sales manager 
these printed, while I am 
n seeing them multigraphed 
j that these return 
re personal and less cold. 


issy or do I have a point? 


®@ THIS MAY BE a detail where you 
might just as well give in. There 
isn’t a great deal of difference. How- 
ever, we believe that often you can 
get a more informal effect with per- 
haps higher returns by multigraphed 
or mimeographed return forms. 

You could make this fairly inex- 
pensive test . . use half one way and 
half the other. Remember, too, that 
color plays a part here. If you attach 
a second sheet or return postal, we 
believe it is better to use a tinted 
stock for the attachments as this will 
call attention to them. Light colors 
are more attractive to the prospect, 
with a consequent improvement in 
number of returns 





Delphine S. Byrne . . | een appointed 
ivertising anda sa motion manager 
tton Grove, Ill 
Miss Byrne 


internal 





—mmlMls SCT HERE'S A TYPE FACE FOR EVERYBODY > 


Brush foundry type is blessed with a measure of Bohemian 
abandon, tempered by the practicability that marks the creation 
of every ATF favorite. A flexible and responsive face indeed in 
the hands of those who create advertising that takes the clips 
off folding money. Brush develops many unique and welcome 
headline treatments, all with that sharp clean reproduction 
which is peculiar to foundry type. Collaborates with many body 
types to add character and beauty to folders, menus, letter- 
heads, programs, broadsides, announcements and space 
advertising. Sizes 12 to 84 point. There’s a type face for 
everybody, and ATF Brush is for you! 


200 Elmora Avenue, Elizabeth B, New Jersey 


No. ! OF A SERIES... Types shown are ATF 
Brush, Spartan Medium and Spartan Black 
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CWwWos 


of industrial sales and advertising 


Maximum advertising urged now 


Civilian production to remain 
high: major task will be 
maintaining markets, AMA told 
® NEw york . . Industry will continue 
to produce heavily for the civilian 
economy, despite defense produc- 
tion, and will need to keep working 
at maintenance of normal markets, 
Richard D. Crisp, director of re- 
search, Tatham-Laird, Chicago 
agency, told the American Market- 
ing Association at a two-day con- 
ference 

He warned industrial advertisers 
to continue maximum promotion or 
lose a rosy future 

‘A period of frozen, or at least 
frosted, selling can be a priceless op- 
portunity to strengthen your positiofi 
for the future,” he declared 

Cautioning manufacturers to 


guard against allocating merchan- 


“Hi, Fellows! 
I'd like to introduce 
myself, but 


dise on the basis of outmoded dis- 
tribution patterns, he said: 

“Rigid and arbitrary bases for al- 
locating merchandise during periods 
of shortages tend to freeze existing 
patterns and perpetuate weaknesses. 

“When your basis of allocation 
makes no allowance for the shifts 
which are taking place in the mar- 
ket for your product, such alloca- 
tions can contribute in an impor- 
tant way to a competitive weakness 
for your company. 

“I know of one company with sales 
near the billion-dollar mark, which 
allocated sales during World War II 
on the basis of 1930 population fig- 
ures. No allowance was made for 
consumption variations nor for pop- 
ulation shifts 

“This entire area of allocation of 
product, sales emphasis by products 
and by areas, and adjustments for 
conditions, stands 


shifting market 


Moderne ‘oe Therme Bie Mow Cooler 


LINOTYPE 


New industrial show bureau 
begins first attendance audit 


®@ NEW yorK .. The new Exhibitors 
Audience Audit Bureau has begun 
auditing the first of five industrial 
shows that the bureau hopes to cover 
this year. 

Bureau chairman Payson L. Hun- 
ter, exhibit manager, International 
Business Machines, New York, de- 
clined to reveal what show the 
bureau has undertaken to audit first 
but he said that the audit will be 
completed about May 1 or 15. 

The audit bureau has five mem- 
bers from the Exhibitors Advisory 
Council, three from the managers of 
shows, and one each from the Asso- 
ciation of National Advertisers, Na- 
tional Industrial Advertisers Asso- 
ciation and American Marketing As- 
sociation. (IM, March). 

Two working committees 
been set up. One has charge of clas- 
sification and the standards of audit 
methods. The other is charged with 
responsibility for certification of the 
actual audit. 

Registration cards will be the ba- 
sic source of audience information in 
the average show, with mail-ques- 
tionnaire interviews and other 
methods used to double-check the 
information as recorded on registra- 
tion cards. In large public shows, 
it may be necesary to use sampling 
techniques. 

As the audit bureau gets under 
way, Mr. Hunter said, special task 
committees will be set up for specific 
shows. The committees will audit 
those shows in cooperation with and 


have 


under supervision of the classifica- 
tion and certification committees of 
the bureau 

Reports will be made to the Ex- 
hibitors Advisory Council, and will 
furnish industrial, geographical and 
occupational breakdowns. These will 
be available to council members and 
to the manager of the audited show. 













“only God can make a tree”’ 


. but every printer, 
like every paper-maker, 


builds his own reputation. 


letterpress 
HI-ARTS 
ASHOKAN 
ZENA 
CATSKILL 
CANFOLD 
\ MC FOLDING 
VEWETONE 
*  SOFTONE 
~ ESOPUS TINTS 
ESOPUS POSTCARD 


Offset-Litho 
H!I.ARTS LITHO C_1S . f 
ZENAGLOSS OFFSET C.25S. > 
LITHOGLOSS C.1S ‘ f 
CATSKILL LITHO -C.1S , F 
CATSKILL OFFSET C.2S Ls ~<s. 
ESOPUS POSTCARD C.2S 





om 





so 


; } e ‘ - G? yy 3 , ; | 
Me Wf Z C) P ot y , 5. oe 








Rae. 
. ~~ * 
a" 
a — 
«e : a 
a“ . “ 
y “~~ Pa 
4s 3 : THE MARTIN CANTINE CO. 
: ” | " AN a é. Coated Papers exclusively since 1888 
a, . : \ By aa te “~% Saugerties, N, Y., New York, Chicago 
el j Serer’ : 
= » ‘ « , als . >, \e 
fe : P t os ov . ‘ 
"sal Ry ' - a ho to a 
e . 4 “y 
Send spoctewens of elt work you produce On Contine Poser to THE CATING AW ros. 348 Mogivon Avenue, NewNork 17 


. 


stage settings for a 


business drama 


BOSTON’S A HUB OF BUSINESS ACTIVITY — has been for many a year. As in other 
large cities, Boston’s banks are constantly alert in all community development 
and use correspondent bank contacts to give intelligent and helpful advice to 
their own customers and those of their correspondent banks. Here, in the 
friendly atmosphere of The National Shawmut Bank, (facing the camera) are 
Vice-Presidents Ray A. Ilg and Rohl C. Wiggin discussing business opportunities 
in New England with a mid-west manufacturer who came with a letter of intro- 
duction from his home town banker one of the many Shawmut correspondent 
banks all over the world 


ASSISTANT CASHIER, FRED NAGEL of National Shawmut could be termed a man 
about town, on the go most of the time, servicing Shawmut’s accounts, large and 
small. To some people the account of Dr. Salvatore Taschetta might seem small— 
but not. to Shawmut. Here's Fred receiving a short course in dentistry while at 
the same time admiring the new equipment and remodeling job financed by 
National Shawmut 


INSIDE, OUTSIDE, ALL AROUND THE TOWN you'll find that roving ambassador of 
good will, your good friend, the banker, lending assistance, offering wise counsel, 
shaping the destiny of his community—and through his far flung correspondent 
facilities—aiding the development of other communities. Make no mistake, the 
banker is a very influential force anywhere. To inform him of your services is to 
help him, yourself, and others. And it’s best done through his own medium, 
BANKING magazine, the journal of The American Bankers Association, 12 East 
36th Street, New York 16, New York. 


Your Good Friend, the Banker 
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out as one in which marketing re- 
search can make a maximum con- 
tribution at minimum cost 

“If your company faces this type 
of problem, get your marketing re- 
search people into the picture early. 
Give them a chance to acquaint you 
with the results of their analysis of 
census and other data recently made 
available. If your allocation policies 
produce complaints and friction in 
the field, give your marketing re- 
search people an opportunity to 
evaluate those complaints objective- 
ly, in terms of your company’s long- 
term interests.” 

Frank R. Garfield, adviser on eco- 
nomic research to the board of gov- 
ernors of the Federal Reserve Sys- 
tem, said that the mobilization pro- 
gram was taking much less of the 
nation’s production than in World 
War II and that future change-overs 
would be easier because of “the 
many new materials available to use 
as substitutes, the extensive research 
facilities at hand, and a managerial 
and labor force well trained in re- 


cent years to high activity.’ 


Business papers must explain 
themselves to public . . Harper 


® CHICAGO Business papers, which 
the general public hardly knows the 
meaning of, have a tremendously 
important public relations job with 
the man on the street, Robert E. 
Harper, executive vice-president, 
National Business Publications, told 
the Chicago Business Papers Asso- 
ciation 

He warned publishers not to de- 
lude themselves that the job is un- 
necessary. He said that what the 
public thinks is reflected in what 
Congressmen think and that an un- 
informed public will be reflected by 
an uninformed Congress a Con- 
gress that decides what postal rates 
business papers will pay, what 
role they will fill in mobilization or 
war and what their fate will be in 
the unknown conditions of tomorrow. 

“When we went into the postal 
rate situation to do a job for our 
own members (publishers of con- 
trolled circulation business papers) 





we found we first had to do a job of 
explaining the function and pur- 
pose of the whole business press,” 
he said. “We found congressmen and 
senators thinking the ‘business press’ 
was such publications as Time, For- 
tune, U. S. News and Nation’s Busi- 


Mr. Harper said that publishers 
can help do the job by making 
speeches to civic and business groups 
and schools, sending more article re- 
prints to government officials and 
business and professional men and 
preparing training material for day 
and night courses in high schools and 
colleges 

He cited such projects as the Wash- 
ington dinner sponsored by the So- 
ciety of Business Magazine Editors 
where President Truman presented 
NBP’’s first silver quill award to Paul 
Wooten. Newspapers, press associa- 
tions and newsreels covered the 
event exhaustively and thereby 
helped perform a good public rela- 
tions job for the entire business 
press, he said 


Ruby Redford, former production 
editor, has been named editor of II- 
luminating Engi- 
neering, New 
York, official 
publication of 
the Illuminating 
Enginering So- 
ciety. 

Miss Redford, 
who has served 
in the lighting 
industry for the 

past 20 years, was with the General 
Electric Co.’s Lamp Department, 
Nela Park, O., before joining Illu- 
minating Engineering as office editor 
in 1942. She became production edi- 
tor in 1949. She was educated at 
Western Reserve University and Co- 
lumbia University 


new members 
Shoate 
hasing 


it; Sheet 


Beverage 


Western 


Butane-Propane News 
perspective comes from 
been ear 
most beneficial to the 
B-P News wes first to © 
cations, dehydration, Inc’ 
ammonia, and low-cost 
to greater fue 
This pioneering, 
vided B-P News readers wit 





of events that hav 


Its editorial 
Petroleum Gases. 
nd service. Its leadership has 
ouragement of developments 


up with Liquefied 
perience & 
nd enc 


has grown 
twenty years of ex 
ned through years of factual reporting @ 
entire industry. 


eport on fle 
reased consul 
ersions 


fuel load, power appli- 
and burners, anhydrous 
s been a step 


me cultivation, balanced 


mer storage, torches 


Each new application ha: 


tractor conv 
1 consumption and industry expansion 
h knowledge of t 

sed on @ thorou€ 
nent h the kind of ting news coverage 


e made it “Headquarters 


he industry, has pro- 
and analysis 


oe Since 1931 - 


for LP-Ges Information 


Finrt n 
MORE 


tribution of 10,000 ev 


THAN 10,000 EVERY MONTH 


ery month, confirmed 


News guarantees @ dis 


{ reader and geographic location. 


ge and subscription 
nce 1940 


Butane-Propane 
udited as to type © 
d circulation, with the 
has been regularly © 


In 1950 B-P News also joined CCA to 
hed by other audit procedures 
of first contacts with 
buying power 
B-P News can offer © 
10,000 every month 


ate im 
as" al percents 


ed and confirmed 8! 
{ circulation 

detailed confirmation © 
al on, now audited by the CCA, 
g the industry, and 


highest renew 
Its pe = 
the LP-Gas field, 
This circulats 
pone newcomers daily enter 
assures advertisers 
@ more complete coverage of 
ribing to both audits, 
ulation 


hy 
omplete verification of the 


By subse 
industry's largest cre 


First in 74 


FOR THE ELEVENTH CONSECUTIVE YEAR 


u o . ew ie justry 
tinue t prefer B-P News for its tT h concentration of the industry * 
nd 66% more exclusive 


eecoeee? 


Advertisers com 
buyin 

46% more pege* ol 
advertisers than any other 


LP-Gas Operators pl 
an excellent baromet 


News is 
BUT ANE-PROPANE 
< determine which 


your owe survey © 


advertisers, © 
for this industry 


publication i 
as many classified ads in Butane-Propane 


twice 
— pulling power 


er of @ publication's 
necessary to cover the pare 
—e tails. 
pvr ng ay + our expense Write for de 
ducting 
prefer by con 


April 1951 | ill 








We'll squeeze Alcoa Alumenum ito your design 


Six outstanding industrial ads win ABP honors 


® BRONZE PLAQUES were awarded to to better layouts, art work and ty- als agency, More & Beckham, 
six companies for outstanding indus- pography Greenwich, Conn 
rial advertising campaigns in the First place winners from a field of Aluminum Co. of America, Pitts- 
ninth annual competition of Asso- 500 entries were burgh division three, for adver- 
ciated Business Publications E. L. Bruce Co., Memphis . . divi- tising of fabricating parts and ma- 
The plaques and 18 certificates of ion one, for advertising of construc- terials, containers and packaging 
nerit were presented at a meeting tion and engineering materials supplies . . agency, Fuller & Smith & 
f the Industrial Advertising Coun- agency, Greenhaw & Rush, Memphis Ross, Cleveland 
of Pittsburgh F. H. Woodruff & Son, Milford, Ohio Crankshaft Co., Cleveland . . 
year’s top campaigns evi- ‘on division two, for advertis- division four, for advertising of ma- 


opy work and a trend ing of primary and process materi- chinery and equipment agency, 
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AMERICAN TIGER BRAND 
ELEVATOR WIRE ROPE 








@ Part of the world-famous institution founded at “The Hilltop” 
in Colonial days, the Georgetown University Hospital is a splen 
did modern establishment: 360 beds, 48 bassinets, 540 personnel 
Facilities include Blood Bc Cancer Clinic, Central Supply. 

D Department, Electrocardiograph 
11 Record Department, Metabolism 
11 Therapy. Diagnostic and Thera 


Apparatus, Pharmac 
peutic X-Ray. etc 


66 e 
Hospital Management 


is carefully reviewed 
by the Heads of 
Departments” 
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Attention: Mr. Prank Ricks 
Dear Sir: 


 beve « Library for hoepital sagesines and jourmls 


oy 
es @ ready guide for aany problems thet «rise, 


The paper entitled “How's Business" and tee many 
articles om e@minietretion thet cover ite pages 

out the year ere amusually interesting to the edeio~ 
ietreter and those vho gust discuss edministretive prot 
lems. 


Very sincerely yours, 
Coakonshla SOW 


Sister’ Mary Antonella, 5. C. &., 
Admi nistretor 


tei 








Says SISTER MARY ANTONELLA, S.C.N., Administrator 
GEORGETOWN UNIVERSITY HOSPITAL. Washington, D.C 


Reaches all levels 
of Buying Influence 


The influential role of department heads and 
other key personnel is underscored in the 
letter, above, from Administrator Sister Mary 
Antonella of Georgetown University Hospital. 
Here, as she says, HOSPITAL MANAGE- 
MENT is “carefully reviewed by depart- 
ment heads” and is “unusually interesting 
to the administrator and those who must dis- 


HOSPITAL MANAGEMENT provides both 
the largest ABC hospital circulation and 
highly effective coverage of the important 
buyer group consisting of department heads, 
technicians, etc. As it is editorially depart- 
mentalized to parallel the departmentaliza- 
tion of the hospitals themselves, it reaches all 
levels of buying influence. And over 88% of 
hospital administrators regularly route the 
magazine to their key people. 

HOSPITAL MANAGEMENT is must read- 
ing with all whom you must reach. It is a 
must buy in the field. 





Readership Penetration 


cuss administrative problems.” 
1) © § srve} Ch P i) ‘Ad Rea sig Ana ysis; Hospital Architect 


Howual 
OY ment Survey 
Management 200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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| Says agencies need education 
in industrial advertising 


® NEw york . . Bold editorial cover- 


| 
Here’s a | age and strong steps to educate ad- 
| vertising agencies in the worth of 
sure-fire way | industrial advertising are needed be- 
| fore business papers can increase 
flo build business! | their sales of space further, John W. 
| McPherrin, editor, American Drug- 
| gist, told the New York Business Pa- 
per Editors. 
| Mr. McPherrin, who is president 
| of the Society of Business Magazine 
Editors, said that manufacturing ex- 
ecutives sometimes may not under- 
stand the complexities of national 
magazine advertising but frequently 
recognize a bad business paper ad. 
For that reason, only highly quali- 
| fied copywriters should be assigned 
to write business paper advertising, 


Me a a 
in this message from 
5. D. WARREN COMPANY 
See THE SATURDAY EVENING POST 
for April 14 


he observed 

He cited one agency which near- 
ly lost an account because it assigned 
an inexperienced copywriter to an 
ad for a business publication. An ex- 
ecutive on the staff of the adver- 
tiser, after reading the copy, called 
in the agency head and said, “If this 
is all you know about our business, 
then we'll have to get another 
agency.” 

The agency decided that business 
paper advertising was important and 
assigned one of its leading writers to 
that phase of the account. 

Mr. McPherrin said that if busi- 
ness papers are accused of “tending 
to the business side rather than to 
the editorial side, editors must re- 
fute this charge by acting with 
courage and dignity and honesty. We 
editors must say the things about our 
fields that need saying. And our pa- 
pers should take the reins of leader- 
ship in the industries we cover.” 


E. E. Baird, exporter, dies 


® CHICAGO Ernest E. Baird, presi- 
dent, Ernest E. Baird & Co., Chicago, 
died Feb. 26. He was a past president 
of Export Managers Club of Chicago. 


A seminar .. 








SPATS JOHNSON WISHES TO THANK THESE ADVERTISING AGENCIES FOR THEIR 
COOPERATION IN MAKING THE FIRST QUARTER OF 195! THE LARGEST IN THE 


HISTORY OF 


+ Product Design & Development 


with a gain of 23.7% over 1950. 


Cover Picture .. 





CCA forms committee 
to interpret new rules 


® NEW YORK A new auditing poli- 
cy committee has been created by 
Controlled Circulation Audit to in- 
terpret CCA’s new rules and regu- 
lations 

The committee will 
guide book for members to assist 


publish a 


them in conforming to the new rules 

Committee chairman is George 
Riddle, manager, advertising media 
division, General Electric Co. Mem- 
bers include George C. Buzby, vice- 
president of Chilton Co.; Rufus 
Choate, president of Scott-Choate 
Publishing Co., and Scott Pattison, 
vice-president of G. M. Basford Co. 
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* Indicates those agencies which renewed 
for 1951 (91% of those which used spoce 


*Ervin R. Abramson 

Ad Pro Company 

*Ad-Service 

*Admokers 

*Advertising Producers 
Associated 

*Aitken-Kynett Co 

*Allbright Associotes 

*Anderson & Cairns 

*Armstrong Advertising Agency 

*John Falkner Arndt & Co 

*Atherton & Currier 

Aubrey, Moore & Wolloce 

Ayers Advertising 

*“W. H. Bodke 

*Baldwin, Bowers & Strochan 

*Barlow Advertising Agency 

*The Barto Press 

*G. M. Basford Co 

*Botten, Barton Durstine & 
Osborn 

*Batz-Hodgson-Neuwoehner 

*Beeson-Faller-Reichert 

*Julion J. Behr Co 

*Belden and Hickox 

*Benton & Bowles 

*The Biow Company 

Leon D. Blehart Co 

Booker, Cooper, inc 

*Henry T. Bourne 

*Brondt Advertising Co 

*Richord T. Brandt 

Bresnick & Solomont 

*Harry P. Bridge Co 

J. Branch Briggs 

*George Brodsky 

*Brooke, Smith, French & 
Dorrance 

*The Buchen Company 

*J. C. Bull 

Leo Burnett Co 

*Burton Browne 

*Cahall Advertising Agency 

*Alfred 8. Caldwell 

*Coldwell, Larkin & Co 

*The Calloway Associotes 

*Howard D. Camm 

The Caples Company 

*Lincoin J. Carter 

*Centrol Advertising Agency 

Chamberlin-Junk 

*James Thomas Chirurg Co 

*Clark & Rickerd 

*Sidney Clayton & Associates 

*John Gilbert Craig 

*Critchfield & Co. 

*Cunningham & Walsh 

*D'Arcy Advertising Co 

*Denham & Company 

*Doyle, Kitchen & McCormick 

L. J. Ou Mahaut 

*Fred H. Ebersold 

*Engineered Advertising 

*F. H. Faber 

*Franklin Fader Co 

*John B. Fairbairn 

*The Fensholt Company 

*William Hill Field 

*Foulke Agency 

*Albert Frank-Guenther Low 

*Oakleigh R. French & Asso 

*E. M. Freystadt Asso 

*Harry M. Frost Co. 

*Fuller & Smith & Ross 

*Gebhordt & Brockson 

*George H Gibson Co 


Product 


H. J. Gold Co. 

*Hugh H. Graham & Asso 
*Graves & Associctes 

*Gray & Company 

*Groy & Rogers 

*Griffith & Rowland 
*Griswold-Eshleman Co. 
*Julian Gross 

*Ralph Gross 

*Marvin Hahn 

*Melvin F. Hall 

*Hamilton Advertising Agency 
Hammond-Goff Co 
*Hanson-Hardy Asso 
*Hathoway Advertising Agency 
*Hatzard Advertising Co 
*Helmer & Halbach 

*w. S. Hill Co 

*Fred A. Hinrichsen 

Hixson & Jorgensen 
*Holden-Clifford-Flint 
*Schuyler Hopper Co 
*Horton-Noyes Co 

“Howe Advertising 
*W. N. Hudson 

*industrial Advertising Asso 
Roy F. Irvin 

*The Jaqua Co 

Jones Frankel Company 
*Jones & Taylor 

*Kardonne Advertising Agency 
*Keck-Franke 

*Keeling & Co. 

*Keelor & Stites 

*Kennedy & Co 

*Edward C. Kennedy 
*Kenyon & Eckhardt 
Ketchum, Macleod & Grove, 

Inc 

*Kirkgasser-Drew 

Klau-Van Pietersom-Duniop 
Martin R. Klitten Co. 
*Koretz, , Inc 

*Kotula Co 

*Kreicker & Meloon 
*Richord La Fond 

*La Grange & Garrison 
*Lamport, Fox, Prell & Dolk 
*Horace A. Loney 

*Lang, Fisher and Stashower 
*Leeford Advertising Agency 
Austin C. Lescarboura 

*S. A. Levyne Co 

*Lewis Advertising Agency 
*Carr Liggett 

*Ross Llewellyn 

*Henry A. Loudon 

*R. E. Lovekin Corp 

*John Mather Lupton Co 
Lynn-Western 

*Mace Advertising Agency 
Wallace Mackay Co 
*MacManus, John & Adams 
*Conklin Mann & Son 
*Manternoch, Inc 

*Robert L. Marloff 

*Harold Marsholl 

*George Homer Martin 

*J. M. Mathes 

*Maxon, Inc 

McCarty Company 
“Meissner & Culver 
*Meidrum & Fewsmith 
*George A. Mellor 
*Merchandising Advertisers 
*George T. Metcalf Co 
*Moore & Beckham 


contracts 


in 1950). 


*K. E. Morang Co 

*Morey, Humm & Johnstone 

Mo::-Chase 

*Fronk C. Nohser 

*R. T. O'Connell Co 

*Edword Owen & Co. 

*Paim & Patterson 

*Paulson-Gerlach 

“Peck Brothers 

*Penn & Hamaker 

*Perry-Brown 

*Roger A. Poor 

*Price, Hedrick & Tanner 

*L. W. Romsey 

Readinger Corp. 

*C. A. Reece 

*Reincke, Meyer & Finn 
ittiam 8. Remington 

*Remsen Advertising Agency 

*Rickard & Company 

John H. Riordan 

*Edward W. Robotham & Co. 

*Roche, Williams & Cleary 

*Rogers & Smith 

*Rose-Martin 

Alexander Ross 

*Rossi & Hirshson 

*Rowlinson & Broughton 

*Chories L. Rumrill & Co 

*St. Georges & Keyes 

*Sales-Aide Service 

*Sanger-Funnell 

Herman Schacht 

*Claude Schoffner 

Scheel Advertising Agency 

Shoppe- Wilkes 

*Eor! 8. Shields 

Allen J. Siegel 

*A. J. Slomanson 

*Smith, Taylor & Jenkins 


*Stedfeld & Byrne 

*Sutherland-Abbott 

*Sykes Advertising 

*Symonds, MacKenzie 

*Thome & Gill 

*J. Walter Thompson 

Tippett, Jackson & Nolan 

*W. L. Towne 

Tri-State Advertising Co. 

*United Advertising Agency 

*Van Auken, Ragland & Stevens 

*Vanden Compony 

Van Der Boom, Hunt & 
McNaughton 

Louis E. Wade 

Harold Wagner 

Waldie and Briggs 

“Walker & Downing 

Welsh-Hollander 

West-Marquis 

“Western Advertising Agency 

*Werxton ° 

Claude E. Whipple 

“White Advertising Agency 

*Almon Brooks Wilder 

"will, Inc. 

“Wilson, Haight & Welch 

*Winius-Brandon 

*Fred Wittner 

Yorktowne Advertising Agency 

Charles E. Yost 

*R. H. Young & Asso 

*Zimmer-Keller 

“Wolter J. Zimmerman Asso. 


Design & Development 


138 E. 47TH STREET, NEW YORK 17, WN. Y. 
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*Or you can cover the en- 
tire target by advertising 
in The Knitter and Tex- 
tile Bulletin (serving the 
spin-weave division of 
the industry)... Special 
combination rates are 
available and one plate 

will suffice for both 
publications 


THE KNITTER is the only jour- 
nal in the country edited ex- 
clusively for the manufacturers 
and processors of hosiery and 
knitwear products. It serves the 
industry like no other publication, 
and consistently offers more techni- 
cal information on knitting than any 
other magazine. Because of this spe- 
cific type of editorial content, The 
Knitter is thoroughly read and high- 
ly respected by the Industry 
THE KNITTER is the only publication 


whose advertising pages allow you to sell 
directly to this rich, exclusive market. 


Complete information will be sent on request 


CLARK PUBLISHING COMPANY 


CHARLOTTE, NORTH CAROLINA 





IT PAYS 


to advertise 


in a publication 
where the audience 


pays to see you... 


See McGraw-Hill advertisement 


on page 127. 





Number. 





MARKETS AND MEDIA 
For detailed facts on 85 indus- 
trial and trade markets, and 
the publications serving them, 
refer to your copy of Industrial 
Marketing's Market Data Book 











SIMPSON-REILLY, LTD. 


Publishers Representatives 


since e208 


LOS ANGELES HALLIBURTON BLDG 
SAN PRANCISCO CENTRAL TOWER 
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Keep distributors working 





keep them in the field for the above 


and other important functions.” 


4. Distribute stock equitably 
and tell the distributor 
the basis on which it is done 


Ed Ristau, vice-president in charge 
of sales, Cummins Portable Tools, 
Chicago, said 

“The manufacturer should assure 
his distributors (1) that available 
merchandise will be distributed 
equitably, based on sales perform- 
ance in 1949 and 1950, and (2) that 
the manufacturer will not take on 
new distributors to whom merchan- 
dise would be diverted in order to 
increase competition in the line with- 
in an area. Then, no matter how 
much merchandise the distributor 
actually received, he would be happy, 
since he would feel he was being 


treated fairly.” 


5. Keep training 
the distributors’ new men 


Most companies consider it very 
important to continue training their 
distributor organization. Many com- 
panies believe that the best way to 
keep the distributors educated on 
their products is to keep their own 
trained sales force in the field re- 
gardless of the immediate supply 
ituation. Said Mr. Ristau 

“During the last war we never 
failed to keep our jobbers posted on 
our advertising. We emphasized to 
them the importance of maintaining 

in tact, strengthening our com- 
petitive position, and we felt that 
our advertising accomplished this 
for them 

“We kept them posted on new 
product development to keep them 
sold on the fact that our product 
line would stand up well against 
competition at all times. We told of 
new products planned to expand 
sales opportunities in the postwar 
period 

“We continued to emphasize the 
fact that our trained men were still 
yut there in the field, ready to work 
with them under any circumstances 

ready to train new men entering 


their organizations after the war.” 





6. Educate the distributor 
and the consumer 
for the long pull 


Hal Goehrig, sales vice-president, 
Blackhawk Mfg. Co., Milwaukee, 
observed that during periods of high 
sales, it is often possible to point both 
sales and advertising activities along 
long-range educational lines to a 
degree impossible in a_ buyers’ 
market when effort must be con- 
centrated on hard, immediate selling 
appeals of price, design features, etc 
It may well be, he said, that applica- 
tion and use training of salesmen 
can be done more readily in a period 
of high sales than when sales and 
advertising must be directed toward 
bringing in business immediately, 
with secondary regard to building a 
loyal and repeat market. 

Bob Melius, vice-president of 
sales, Delta Power Tool Div., Rock- 
well Mfg. Co., Pittsburgh, agreed 
with Goehrig that the education and 
training of the sales force and dis- 
tributors is vitally important at this 
time. Mr. Melius explained: 

“The salesman, meeting the high- 
ly competitive conditions that the 
future will certainly bring, will need 
a much better grasp of the prob- 
lems of management to the extent 
that he may even be required to help 
his dealers or customers to stay in 
business 

“He will have to recognize and 
create product application to such 
an extent that the customer cannot 
afford not to purchase the product. 

“He will need to become more 
skilled in showing new prospects as 
well as revitalizing old prospects in 
the importance of his franchise . . so 
much so that a good share of the 
future promotion of the product is 
absorbed by the dealer 

“Better management of time will 
become an absolutely necessity un- 
der such conditions. Step-up of the 
order size and stock size of the dealer 
can only be the result of effective 
training of salesmen.” 


7. Seek replacement 
(not substitute) products 


Coffing Hoist Co, Danville, IIl., is 
one company which apparently will 
find itself well prepared to meet the 
problems involved in a controlled 
semi-war economy. One of the 





é 
Hatrpan JUHL is glad business is going to the dogs. 
As owner of Juhi's Pet Supply Store, San Francisco, he sells 
them 300 Ibs. of fresh horsemeat daily. Last summer Juhl 
bought a Super-Cold display case which put fresh meat on 
display. This was very tantalizing to the dogs (as witness): 
in one month sales increased 15%. 


Where did Juhi get the idea? Well, M. J. Swarts, star 
salesman for Silver-Stah! Corp., commercial refrigeration dis- 
tributor, read about selling display cases to pet stores in 
AIR CONDITIONING & REFRIGERATION NEWS. Silver-Stahl 
went to work and developed a considerable market, among 
them Juhl. 


But ACRN’s influence entered elsewhere. Here's how: 
E. Van Fleet, Silver-Stah! sales manager, reads ACRN; William 
Holman and W. H. Lambdin, service manager for V & L Super- 
Cold Refrigeration Service, Inc., installed the case and they 
read ACRN; Super-Cold Corp., maker of the unit, subscribes 
to ACRN, and is also a regular ACRN advertiser; parts and 
supplies for this and other Silver-Stah! jobs are bought from 
California Refrigerator Co. and Pacific Metals, Ltd., who are 
ACRN subscribers. 


Where else could you find such wide industry influence 
through the complete chain of manufacturing, selling, and 
servicing . . . except in ACRN? If you are selling anything 
to the air conditioning and refrigeration market, then AIR 
CONDITIONING & REFRIGERATION NEWS belongs on the 
scene. Let us tell you more about it. 


BUSINESS NEWS PUBLISHING COMPANY, 460 W. FORT ST. 
DETROIT 26, MICHIGAN 
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Place your Product Story where 
it will work 365 days 
a year for YOU! 
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The only book that supplies the KEY 
MEN in the Paper & Pulp Industry 
with the BUYING data they need. 


Mill Catalogue is not 
wy it is all 


1 sectionalized 


wherem evervthing of 


oper iting executives and 





NOW IN 
PRODUCTION! 


OVER 3000 COPIES 


stributed to one or more key 
executives in every operating Paper 


& Pulp Mill in the 


and Canada, with many in toreign 


United States 
countries. Inserts of 4 or more 

can be bound inte the volume, pre 
viding buyers with a handy rete 
ence sot e that no ads can give 
ingle, double or triple pages, cata 
logue style 1 also 


Write us today 


° compiled 


CLOSING DATE MAY 3ist. 
RESERVE YOUR SPACE NOW! 


FRITZ PUBLICATIONS, 


59 EAST VAN BUREN STREET, 


be found and put 


ost logical means of 

luct information be 

itives of this high pri 

istry and you may be 

it will not be misplaced or 
filed. but always ready when 


information is needed 


Monthly 
ng the 
its cir 
on gives 


A SERVICE ORGANIZATION 
TO PAPER AND 
PULP MAKERS 

SINCE 1919 





ie 








CHICAGO, ILL 





SEE YOUR NEW 





FOR DETAILED INFORMATION ON 


85 INDUSTRIAL and TRADE MARKETS... 


1951 MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 








methods this company intends to use 
active 
g, gen- 


in keeping its distributors 
was explained by J. R. Coffin 
eral sales managet 

We are in a fortunate position, or 
unfortunate if we can’t get materials, 
of having several new products that 
will be introduced to the distribu- 


tors, and we hope to have at least 


enough production to become estab- 
lished by the time materials are 


available.” 


8. Watch inventories 
of distributors 


When goods get short, dealers’ in- 
ventories usually go to pot. Not 


always is it because goods aren't 


available. Sometimes it is because 
the dealer follows the course of least 
resistance by assuming that to stock 
is impossible . . and he therefore be- 


comes little more than a buying 
agent or expediter 

Elliott C 
n charge of sales, Graton & Knight 
Co., Worcester, Mass., 


dustrial leather products, said 


Paddock, vice-president 
maker of in- 
During the last war many dis- 
tributers took advantage of a lot of 
easy business and did not give suf- 
ficient thought to maintaining neces- 
Many distributors 
deteriorated in principle to the point 


sary inventories 


where that they were merely buying 
agents or expediters. I feel very 
strongly that distributors have al- 
lowed their inventories to run down 
too low and are not now putting them 
in sufficient condition to take care 
of the situation as it is.” 

Another: 
the inventory problem important is 
Evanston, Ill. Robert 


A. Fergusson, president, said 


company that considers 


Rust-Oleum, 


“We recognize and are sympa- 
thetic to the distributors’ 


often find that a 


inventory 
problem. Yet, we 
distributor may be inventory con- 
scious without regard to the turn- 
over factor 

We encourage the distributor's 
cooperation by promising to supply 
him with enough inventory to have 
a complete turnover five or six times 
a year. We try to show him that, 
with the profit margin we can ren- 


Rust- 


Oleum can be one of his best profit- 


der, based on that turnover, 


naking items.” 
Check the 
Are there some products 


distributors’ stocks 


frequently 





stock? Should 
he not keep up his replacement parts 


you can give him for 


or accessory inventories? Is he really 
making any effort to carry an inven- 
tory or does he assume that when 
goods are scarce the buyer will ac- 
cept delayed delivery as normal 

even when it sometimes isn’t neces- 


sary? 


8. Help distributors 
to understand 
government regulations 

Bob Hamilton, president, Dumore 
Co., Racine, Wis., 
distributors don’t like to bother with 


observed: “Some 
the formality of government regu- 
lations, and they'd like to throw the 
burden of those regulations upon the 
shoulders of the manufacturer. Then 
for the 
urge the distributor to fall into line 


it is time manufacturer to 
“The big problem is not continua- 
the 
manufacturer to distributor. The big 


tion of flow of material from 
problem is getting government to ap- 


preciate the position of distributor.” 
10. Keep an aggressive 
advertising program 


Almost without the 


companies surveyed are holding or 


exception 


increasing advertising in this high- 
Many 
the sales approach, but they all point 


volume period are changing 
out that keeping a loyal distributor 
sales force depends upon keeping a 
loyal market and that as long as the 
product reputation is high, it is 
profitable for the dealer to be close- 
ly identified with it. 

L. S. Starrett Co., Athol, Mass 


just initiated a new program for dis- 


has 
tributors. In a letter to distributors, 
W. J. Greene, vice-president and di- 
rector of sales, said 

“At this time when the efforts of 
all workers and industries are vitally 
needed in the expanded defense pro- 
the 
portant than ever in 
The 


clude not only getting tools to where 


gram distributor is more im- 


our economy. 


services of the distributor in- 
they’re most urgently required, but 
providing necessary information 

Starrett’s program, designed to 
help its distributors achieve these ob- 
jectives, is outlined in a 16-page bro- 

“The Starrett Distributor 
Promotion Plan How It 
‘an Help You Sell.” 


Perhaps the problem of 


chure 


and 


what to 
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4 easy steps 


No skill required to 
produce beautiful 


binding 


PUNCHING: Insert 
poper...push down 
handle. 


OPEN BINDING: 
2 Operation opens rings 
mechanically. 


INSERT: Slip covers 
and sheets onto open 
rings. 


CLOSE: Release handle 
4 and remove finished job. 


SAV 


where 
guaranteed 


AD-COLOR CORP. sso s. arroyo Parkway, Pasadena 1, Calif. 


ON QUANTITY CO 
AND DUPLICATE TRANSPARENCIES 


Quality approaching finest Carbros and Kodachromes 
at fraction the cost. Ideal for displays, sales manuals, 
duplicate art. Exact reproduction or color correc- 
tions. We please the most exacting. (Produced official 
color-prints of Rose Parade.) Prompt service every- 
Send for Price List and data. Satisfaction 





do beautiful GBC PLASTIC BINDING 


right in your own office or plant 


Add prestige...color...attention-compelling appearance 
to reports, catalogs, presentations, and all printed and 
duplicated materials with this handsome plastic binding. 
NEW GBC portable equipment quickly...economically 
plastic binds loose pages of all sizes into easy-to-use per- 
sonalized booklets. Pages turn easily...lie flat...fold 
back to back for easel applications. Confidential and 
secret material may now be professionally plastic bound 
by your own personnel...right in your own office! Dura- 
ble plastic bindings are available in a complete range of 
colors, styles, and sizes. Complete GBC office equipment 
costs less than a typewriter...saves more than 50% over 
old fashioned fastener-type covers. Anyone can operate 


... lasts a lifetime. 
General Binding C 
MECHANICAL 


WORLD'S LARGEST PRODUCERS OF 
10 WEST BELMONT AVENUE cwicaco 4 


Mail coupon for details and SPECIAL TRIAL OFFER 


General Binding Corporation, Dept. IM-4 
810 West Belmont Ave., Chicago 14, Ill. 
Please send me Bulletin 1300, describing your new 
low-cost portable GBC plastic binding equipment 
also 2 handy memo books bound this modern 
Tell me how | can try this equipment with- 
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General Electric Uses ‘Em .. 


SANTONES ore new woodcuts engraved to 
meet modern advertising needs. 
samples. 

The SANDER ENGRAVING CO., 
537-9 S. Dearborr St., 


where the audienc 


pays to see you 


See McGraw-Hill advertisement 
on page 127. 
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VENTILATING 
This. the 


choose for your client's advertising 


then. is magazine to 


The readers of this great engineer- 


ing paper are active buyers as well 


as readers They are 


‘ apable ot 


specifving, buying and installing 


your client's products. Start a con- 
tinuous schedule for 


HEATING & 


beginning with 


advertising 
client in 
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The current renewal percentage 
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They are the ones who vote with their subscrip- 
And in the field of heating, ventilating, piping, air 
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PierAYS 


to advertise 

in a publication 
where the audience 
pays to see you 


See McGraw-Hill advertisment 
on page 127 


do about the distributor in times like 
these results from misunderstanding 
of his 


proper place in the selling 


strata. A general sales manager said 
We regard our distributors as a 


The 


assistant 


part of our sales department 


distributor actually is the 
to our field representative, supplying 
him with a local warehouse, credit 
and billing facilities as well as a cer- 
tain amount of sales time and sales 
experience 

In this capacity, as 


part of oul 


sales department, the distributor is 


not one to whom we must cater, but 


instead, one with whom we must 
discuss our problems with the hope 
and expectancy that he can adjust 
himself to our production limitations 
in exactly the same way as our field 
representatives.” 


For 


the distributor is a necessity 


many industrial companies, 
He can 
help control the small order prob- 
broken 


direct 


len package shipments, 
thin 


distribution ex- 


high selling costs in 
markets, and other 
travagances. Not always in his posi- 
tion appreciated in a war economy 
by the government, and perhaps the 
best way of all to protect an invest- 
ment in a jobber organization is 
another recommendation of Dumore 
President Hamilton 

“What we have to do to keep the 


distributor happy is to convince 
Washington (including the men who 
are intelligently trying to do a job 
but who need the help and advice 
of business men), of the importance 
of the distributor so that he can get 
properly rated orders.” 


The 


should be the same in peace as in 


function of a_ distributor 


war, if his existence is justified. He 


must be guided or prodded, as the 


case may be, into furnishing the same 


intensive plant coverage for your 


products when sales are easy as 


when sales are hard. If he is to 


give you satisfactory representation, 


year-in and year-out, he must be 


presenting your products to all buy- 


ing factors all the time His story 


change, but his route should 








Benjamin Shattuck . . 
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401/ circle on Readers’ Service card 


How Industry Buys 


“How Industry Buys” is a 90 page book 
which gives a reliable picture of how in- 
dustry buys . . how buying authority and 
responsibility is divided among personnel 
of industrial organizations at each step in 
the purchase of plant equipment, materials 
and component parts. The supply of this 
book is limited . . first come, first served. 
Offered by Scientific American. 


402/ rcle on Readers’ Service card 


Sales Training and Direction 


Here's a 66-page manna! on “Sales Train- 
ing and Direction.” Offered by S. D. War- 
tren Co., Boston, it tells how many well 
known companies prepare sales training 
texts. Also included are reproductions of 
more than 300 pages from various book- 
lets on the subject. Industrial advertising 
end ecles managers should have a copy 
of this helpful booklet. 


SSCS TEESE SEES Tee eee 
403 / circle on Readers’ Service cord 


How to Advertise Successfully 
in a War Economy 


What should you advertise in wartime 
. . and how should you do it? This 12-page 
pamphlet gives 29 examples of effective 
wartime industrial advertising. It includes 
ads which show the reader, (1) how to 
conserve materials and equipment, (2) 
how to get more production from a given 
piece of equipment, (3) how to train green 
help, and (4) how to promote acceptance 
of substitutes for scarce materials. Offered 
by Conover-Mast Publications, Inc. 
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404/ circle on Readers’ Service cord 


Save 50% on Price Lists, 
Parts Lists, Catalogs 


Remington Rand offers a 24-page book- 
let explaining how Fleroprint saves time 
and money in the production of lists, cata- 
logs, etc. With this system, additions, de- 
letions and corrections are extremely simple 
and quick. Fleroprint users have saved 
more than $15,000 annually. 
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405/ circle on Readers’ Service card 
Color For Profit 


Color plays a big part in today’s selling. 
In “Color for Profit” by Louis Cheskin, you'll 
find many answers to the “whys” of color 
and design for marketing. You'll learn how 
sales can be increased by the use of test- 
rated designs and color combinations on 
packages and advertising pages. Color 
Research Institute of America, Chicago, 
offers a foider which gives more informa- 
tion on this most interesting book. 


SSSSSSSSESHEESESE SEER EEE SEH EERE e eee ee 
406/ circle on Readers’ Service card 


How Priorities Apply 
to Industrial Distributors 


A reprinted article from Industrial Dis- 
tribution offers industrial distributors an- 
swers to many perplexing “priority” ques- 
tions. Filled with good “why” and “how” 
material, it discusses, (1) accepting orders, 
(2) rejecting orders, (3) order filling se 
quence, (4) extending ratings . . etc. 











407/ circle on Readers’ Service card 


20 Ways to be a 
Better Industrial Salesman 


Machinery offers a 60-page booklet car- 
rying reprints of 20 articles by Bernard 
Lester, well known sales engineering con- 
sultant. Chapter titles include, How to Find 
Potential Business . . Meeting the Objec 
tions of Potential Customers . . The Sales 
Engineer and Advertising . . Entertaining 
customers . . Visual Aids in Selling Ma- 
chines. Because of the unusual demand for 
this booklet, we are offering it for the 
second time (it was originally listed on 
this page in May, 1950). 


408 / circle on Readers’ Service card 


A Better Way to Illustrate 
Your Talks and Demonstrations 


This is the story of the Screen Scriber 
which permits speakers to sketch, draw or 
figure, creating images as the talk progress- 
es. Descriptive literature is offered by Bard- 
well & McAlister, Burbank, Cal. 
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of your promotion material. Minnesota j 
What to Advertise Mining & Mig. Co. offers a new color card Your Next Letterh 


, containing swatches of six different ‘‘Scotch- Get out a copy of your present letterhead. 

in a Seller's Market : oe - - nd 4 : 
lite Flat-Top” colors. The card also shows How does it compare with other letterheads 
five transparent colors which pass over your desk each day? Is 


There are still plenty of jobs for | 


advertising in wartime. You may it something you are really proud of . . or 


anything to sell, but you can bu TITtII TTT is it a bit on the grim side? H i 
} your advertising space to present @11/ Paper Co. offers a 24-page manual packed 
formation on selecting j full of tips on planning letterheads. 


ervicing and maintair PTrTitTiititiittiittiititttitsittt ttt 
justrial Equipr s ey of 


. : . 41 @ on Reader 
sing Idea for Use in a Dealer Selling Practices 3/ , 
h gives examples of ory the 
blished by leadit The purpose of this study was to get ar The St of 
idea of the operating methods, merchandise Oil and Gas Industry 
acts handled by re- If you advertise and sell to the oil and 
er dealers. The findings answer gas industry, you'll need a copy of this 
ms such cs 1) do you use manu- 48-pa Bulging with infor 
410/ » on Readers’ Service card facturers’ advertising literature? (2) what nation, it includes 49 charts, tables and 
r business do you, your sales- ictures covering cll phases of the vast 
Scotchlite” Reflective Sheeting men, or your advertising originate? If you etroleum products market. It tells, (1) who 


for Advertising Signs 


sell through retail lumber and building drill the wells . . and where, (2) who pro 
products dealers, you'll find a wealth of duces the oil and gas, (3) who refines 
This sheeting ha _ —~w signs or display valuabie m — _ or in this sur- it, (4) who transports it . . etc. Charts show 
g Ppleces returns light directly back to its vey. Offered by American Lumberman. past, present and predicted petroleum con- 
: sumption. Published by Oi] 6 Gas Journal. 
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414/ circle on Readers’ Service card 


How the Size of your Ad 
Affects Readership 


This is a comparison of the average 
readership and the cost of advertisements 
in relation to the size of space used. Find- 
ings are based on a study made among 
approximately 200 qualified readers of a 
single issue of Chemical Engineering. 





BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & R.. Chicago, Mil. 
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How Many of Your 
Publicity Releases 
Make the Grade? 


One way to check publicity results is 
through a clipping service. Bacon's Clipping 
Bureau offers a booklet, “Magazine Clip- 
pings Aid Business,” which tells how busi- 
ness uses the service. 


Readers’ Service Dept. 
INDUSTRIAL MAREETING 
200 East Illinois St., Chicago 11, IL 


® Please print or type information below 
Readers’ Service Dept. SSCS SESS TEESE SETHE eee eee ee 
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research and media data... 





A 16-page brochure reviews the develop- 
ment of shopkeepers’ identification, includ- 
ing the barber pole and the pawnshop’s 
401 402 403 three globes. Published by Neon Products 
Inc., Lima, Ohio. 
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Employe, public relations 





has the facts, and the frothing re- 
porter generally must write his story 
against a sketchy background, pray- 
ing that it will prove accurate. If a 
hospital, with its multiple press re- 
lations problems, can lick a problem 
like that, so can industry 

An important by-product of these 
cooperative 


activities between the 


public relations office and the hos- 
enlarged en- 


They 


hospital 


pital personnel is the 
thusiasm of the latter group 


have learned to evaluate 
news, and have been encouraged to 
submit news ideas and suggestions 
worthy of press attention. In indus- 
try, a good press relations program 


The 


alert press relations officer uses bul- 


works precisely the same way 


letin boards to display press clip- 
pings, so personnel can see the re- 
sults of good press policies 

The press policies and public re- 
lations program for Wesley were de- 
veloped by Gardner & Jones, Chica- 
The 


relations 


go public relations consultant 
hospital’s resident public 


official is David J. Atchison 


A monthly publication . . “Wesley 
Memo,” 


and staff. A recent issue covered the 


is published for employes 
installation of a social security bene- 
fit plan for employes, the announce- 
ment of a new booklet and a change 
in the elevator system 

There is a monthly award for cour- 
tesy, with a picture of the winner, 
the story of a patient who built a 


model railroad during a month’s 
stay at the hospital, a departmental 
operations story one ol a series 

and personal items. The publication, 
edited by Mr. Atchison 


ployes and staff informed of news 


keeps em- 


developments around the hospital 
and knits the group together through 
an emphasis in departments on per- 
sonal items. Even the patients like 


to read it 


Quarterly external .. To tel! the 
continuing story of Wesley to out- 
side groups, the hospital issues 
Wesley Life” 


It deals with more general themes 


about the 


every three months 
institution and its work 
To stimulate the enrollment of new 
relations 


student nurses, the public 


Hl laze Sealy 


In America's 


FLAT GLASS INDUSTRY.. 


EXAMPLE NO. 10 


38 MAJOR PLANTS EMPLOY 27,782 


—account for 99.2% of the employment, 
99.4% of production in this industry. 


The 1949 McGraw-Hill Census identifies each and every one of 
these 38 key plants — those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 

The Flat Glass industry is only one of 144 segments of manu- 
facturing industry. In each of these 144 segments, McGraw-Hill’s 
Census isolates, identifies, classifies and rates the worthwhile 


manufacturing plants. 
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people first polled student nurses 
for the reasons why they had chosen 
Wesley. The responses proved to be 
so interesting and varied that a 
booklet, “Why We Came To Wes- 
ley” was produced for distribution 


If it can be protected by a qualified material in papers, foils and to individual and group prospects. 
films, converted into bags, envelopes and other suitable forms, Here certainly is a cue for indus- 
U.S.E. is ready . . . Ready with a long list of qualified materials; try: Not enough employment in- 
with wide experience in meeting the requirements of the armed 
forces; with facilities in research and manufacturing to help you. 
Ask your paper merchant about U.S.E. protective packaging. days seeking students for the com- 
pany fold, have literature to back up 
KEL-PAK® QUALIFIED MATERIAL what they say. It is the day and hour 
An extremely versatile line of spe- for good recruitment manuals, and 
cial papers, films, fabrics and foils 
in varied combinations, converted 
to meet Army and Navy specifica- 


—— for packaging methods 1, la Indoctrination . . Industry is fever- 
or 2. . 


terviewers, out on the highways these 


few companies have them 


ishly modernizing its indoctrination 

ser-sear® manuals, casting out the old peace- 

OPEN END ENVELOPES time palaver in favor of mobiliza- 

They're time- and money-savers on mass pack- tion material. In “Welcome to Wes- 
aging jobs. Need no moisture — seal dry by ley,” a handbook for the patient, 


pressure only. Supplied in numerous standard 
or special sizes and stocks. many assemblers of industrial hand- 


books will find good guideposts. It 
KRYSTAL-KLEAR® PROTECTORS has what so many manuals in indus- 
Protectors for blueprints, assembly instructions, etc. try lack 
have taped edges and are made with both sides trans- 
parent or with acetate face and simulated leather 
back. Available in all practical sizes. ly designed, to catch the eye and 
hold attention 
COLUMBIAN® STRING-TIE 2) picture appeal . . it has good, 
Replaces rubber bands, large sharp photographs, and plenty of 


(1) visual appeal . . it is attractive- 


paper clips and other fasteners them 
which may be in critical sup- 
ply. Ideal for banks, insurance 
companies and business houses : ~ versational and kindly, suggestive of 


(3) copy appeal . . the text is con- 
for quick, secure fastening. the best bedside manner (this isn’t 
. a must for industry, but the warmer 
COLUMBIAN SNAP ENVELOPES it is in text tone, the better the 
The answer to the need for a packaging 
envelope which must be opened and closed » 
frequently. Made to order in a wide range ? © i (4) completeness it covers the 
of sizes, colors and stocks. } Z works 
The manual kicks off with the 
story of the hospital in its relation 
to the patient. It ends up with 


manual will be liked) 


background information of general 
interest about the hospital as an in- 
stitution. It’s the sort of thing the 
patient, his confinement at an end, 
would probably want to take along 








home as a memento 


y 
I | PAY S For all the Facts 
‘ Annual reports . . here the public 


on Industrial and relations group hit its stride. The 

to advertise Trade Market Data Wesley annual report, a regular 
: w~ award winner in annual report com- 

petition, departs from the drab, un- 
Ina publicat lon ‘ LOOK in imaginative reports of most such in- 
stitutions. This is lively in appear- 


where the audi NCce : Industrial Marketing's 1951 °: ance, human in its interest, and sta- 
: ’ tistically easy to absorb 


pays to see vou.. INDUSTRIAL } The opening page, with a photo 


montage of several employes, car- 


See McGraw-Hill advertisement 3 MARKET DATA BOOK : ries a lead worth reprinting: “Pa- 


on page 127. tients who come to Wesley marvel 
122 | Ind 








at the beauty and modern facilities 
of the famous ‘Cathedral of Healing.’ 
But, during their stay, they have an 
opportunity to meet only a small 
percentage of the men and women 
who make their care possible 
Because it is people, not bricks 
and mortar, by which an institution 
is measured, Wesley is justly proud 
of its staff of nearly 1,000 employes 
It is proud of people like Andy 
Bloomberg, painter and furniture 
finisher for 38 years Kate Wil- 
liams social service director, at 
Wesley for 33 years . . Rose Johnson, 
30-year veteran in the laundry 
Anna Morgan, who has kept the 
kitchen sparkling clean for 28 years.” 
In management's conclaves, there 
s always much talk about the need 
for stressing the human element in 
communications. At Wesley they nai 
t down, hard 
Readers of the Wesley report get a 
clear, pictorial, introductory picture 
of the hospital's facilities before 
coming to the financial report. Pages 
are devoted to administration, busi- 
ness (accounting for hospital and 
patient finances), medical services 
nurses’ services, the school ol 
nursing (which the authors say is 
“like running a small college”), 
food and food service (with a peek 
at how 3,000 meals a day are pre- 
pared), the maintenance depart- 
ment, nurses’ residence, anesthesia, 
the department of laboratories, 
medical records, radiology, etc. Each 
activity or department gets a page 
pictures with people in them, and 


copy that is short and sweet 


Even the visitor . . to Wesley gets 
a publication. It’s a simple little 
folder about the size of a woman's 
vanity case, but in it are the high- 
lights of the hospital, and a few help- 
ful hints on visitor conduct. There's 
another tip for industry: How many 
companies have reception room 
literature tailored expressly for the 
plant visitor? The answer: darned 
few 

The obligation of a hospital to es- 
tablish and maintain friendly public 
relations is certainly nowhere near 
so great, and possibly not even so 
important, as the obligation of a 
company. But it’s a self-imposed ob- 
ligation, and as it is fulfilled, the 
company prospers in many ways that 


are measurable in cash 


One BIG sburch ase 


of equipment will outweigh 


a dozen small orders. 


oO 
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> 
.- that’s why you want x \ 
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to sell the Civil Engineer. | — 


\ - 


The bigger the construction equipment order, the more certain it is 
that the Civil Engineer controls it. 


Since it requires Civil Engineering knowledge to lay out a construc- 
tion plant, the Civil Engineer is best qualified to determine with 
what equipment the work shall be done. On the biggest jobs he is 
the only man with the required know-how. 


Sometimes the advertising effort to secure small purchases exceeds 
the effort to land the BIG ones. Such equipment advertisers concen- 
trate on educating the small buyer while neglecting to inform the 
BIG buyer, the Civil Engineer. Don’t be misled by mere numbers 
into missing the BIG orders. 


When you sell the Civil Engineer, you are convincing the one man 
who can say yes or no to BIG purchases. This is why your advertising 
will attract more BIG orders when it is seen in the only magazine 
published exclusively for Civil Engineers—CIVIL ENGINEERING. 


(The Magazine of Engineered Construction 
' “ Published by 
The American Society of Civil Engineers 


33 West 39th Street, New York 18, N. Y. 
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The following changes in busi paper 





specications have been announced since 
the Market Data Book ber of Ind ial 
Marketing went to press. 
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Marine Engineering & Shipping Review 


Government Agencies waagibang: cisabewarsapi 
pe ot ne aes 
Gen ng oy % wae for these ape savior ; 0 
nee Beaverite and Bestex have been synony™ 
age or needs, and we'll submit samples and 
quotations promptly. 


now 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 





Looseleof Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificial Leather 


and Paper Cover Stocks: also Acetate Tabbed Indexes. To Your Order 


AT'S GOING 0 . Give Them 


Something to 
Manufacturers and their advertising 
agencies are using this inexpensive Remember 


clipping service for collecting editorial 

publicity, for making research and You B 1] 

market studies, for maintaining com- a y ties 

petitive advertising files and for de- 

veloping sales prospects on certain : Put Punch In Street Lighting 

types of products and services 

Ask for New Booklet Ne. 50 Your Message! 

“Magazine Clippings Aid Business” ; us a couple of your letterheads with an illus 
explaining what you with sold, we will 
ste an attention compelling automatic 


BACON'S CLIPPING BUREAU . ‘submit sample and price for approval 


>f 
Business Pepers @ farm Publications Q ourse 


gone cel page > . R. LARZELERE, INC, 


343 Se. Bearborn %., Chicege 4 1213 Cherry St., Philedelphia 7, Pa 
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life, faces a duplication of wartime 
conditions, will have the staying 
power and stamina which are so 
necessary to aggressive sales activi- 
ty 

It has been our experience that no 
matter how lush the times may be, 
how easy orders are to get, the long- 
term problem of keeping your com- 
pany’s name in the minds of the pub- 
lic is always with you. It is an all- 
important problem, too. For this 
reason, we should regard it as a mis- 
take of the worst possible kind to 
curtail our sales activity simply be- 
cause we had ample business in 
hand. Have no fear, there is always 
plenty of work for the salesman to 
do. He can assist in the expediting of 
his customers’ work. He can keep his 
customers informed of progress. And 
he performs a normal and proper 
and ever essential sales function in 
acting as the liaison between the 
shop ana the market place. Indeed, 
activity of this sort constitutes sell- 
ing of « most important variety, even 
if its purpose is not the securing of 
an ‘immediate order. 

Such policy we regard as funda- 
mental to the long-term security of 
our company. We are confident that 
it will pay dividends in the difficult 
period which invariably follows the 


buy ing Spree of an emergency era 


John W. Schoen 


s Our products are sold through an 
organization of independent distrib- 
utors located in the principal trade 
centers throughout the United States 
and in most foreign countries 

Our field sales force consists of our 
district sales representatives. The 
primary functions of these district 
representatives are to assist our 
home office in the selection and ap- 
pointment of suitable distributors 
and to assist our distributor sales or- 
ganization in the sale of our prod- 
ucts. Our district representatives 





HPEN’ offers proof 
of Readership! 


Month after month HEATING & PLUMB- 
ING EQUIPMENT NEWS delivers proof of 
its readership in the form of reader inquiries. 
These inquiries . . . the average is over 7,000 
per month . . . are requests for more informa- 
tion about products seen in a recent issue, 
openings in dealerships, orders direct by mail 
and invitations for salesmen to call. They are 


tangible proof of readership and interest. 


Use HEATING & PLUMBING EQUIP- 
MENT NEWS as a key to gain access to the 
interests of over 35,000 heating and plumb- 
ing contractors and wholesalers. Convert 
their interest into action! Reach them con- 
sistently with the only new equipment maga- 
zine in the field. Finish . . . with a sale . . . the 


job started with an inquiry. 


* 


HEATING & PLUMBING S; 


148 LAFAYETTE STREET + NEW YORK 13, WN. Y. 
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SALES GET OFF 10 A FAST START 
... in DIESEL PROGRESS 


Because the circulation is so complete, every 
facet of the market so fully covered and the in- 
dustry itself so active, vibrant and progressive. 
It's a great magazine — DIESEL 
PROGRESS — dominating a great 

industry. 

Write today for DIESEL PROGRESS 


Market and Media File. 
Rex W. Wadman, Editor and Publisher 


Editorial and Production Office Advertising Office 
816 N. La Cienega Bivd., Los Angeles 46, Catif 2 West 45th St... New York 19. N.Y 
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29 West 39th Street New York 18. N.Y 
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are, as their title implies, factory 
representatives in the field and thei: 
duties are many. They not only as- 
st the distributor in the direct sell- 
yz of our products but also concern 
service 


stocks 


themselves with problems, 
advertising 


They 


informed 


adequate parts 


ind finar« arrangements 


Keep the distributo1 


heip 


to new products, new develop- 


ments, engineering changes, and 


lactory poli ies 
> are 
formation 
nditions 
requirements job oper- 


performance ot our own and 


competitive equipment, distributor 
and 


They 
produc t 


ments and vi« wpoints 
economic conditions 
recommendations fot 
ovement and for new product 
opments. They are, in fact, the 
and voice of management in the 
this description of the duties 

field sales forces, it is clear 

ve attach as much, if not more 
importance to thei: long range ob- 


jectives than to 


tained. For 


current sales ob- 
this reason it is our in- 


field 
thei: 


m to maintain oul sales 


rees at substantially present 
evel even though there may be little 


for them to sell 


Polyken’‘s distribution plan 





arge customers, the sales and dis- 


tribution staff of Polyken was origi- 


nally quite small. Today the sales 
organization includes 16 men calling 
on industrial customers, usually in 
company with representatives of dis- 
tributors, and 750 or 800 distributors’ 
work 
industrial consumers of all sizes and 


America 


of 30 big customers, the company es- 


salesmen who are at among 


types throughout Instead 


timates that it has anywhere from 
6.000 to 10.000 
Polyken 


automotive 


regular industrial 


users of including 


tapes 


aircraft, home appli- 


ance, electrical and electronics man- 
ufacturers 

The distribution plan adopted is 
the key to the company’s success in 
broadening its market. An essential 
part of the distribution program has 


been an advertising and sales pro- 


motion plan operated not only by the 


factory but also by each individual 


The whole 


s so interesting and unusual 


distributor distribution 
set-up 
that it is worth a detailed descrip- 
tior 

As George C 
of the Polyken department, explains, 


We had 


direct selling 


Stineback manage 


a choice between creating 


a large rganization ol 


own, or using established indus- 


trial distribution facilities which 


would assure constant contact with 


industrial buyers under a sound 


pricing and discount structure 


suring profitable business for the 
distributor 
Aft 


tablished 


looking over the field of es- 
industrial distributors, the 
company decided that the jobber of 
coarse or industrial papers, whose 
regularly contact industri- 
would make a 
distributor of Polyken 
industrial tape. The 


nen in this field are capable of do- 


Saiesmer! 
al buye suitable 
pressure- 
sensitive sales- 
ing creative sales work, and likewise 
can absorb intensive sales training 


So the company started out to ap- 
a network of “selected whole- 


who would be the backbone 


point 
salers” 
of its new system of distribution to 


industry 


Distributors . . are 


exclusive 


franchised, 
though not on an basis 


The franchise agreement, signed an- 


nually by the factory and the dis- 
tributor, clearly covers the responsi- 
bilities of both promotion and sales 
training. The number of wholesalers 
market 


upon the size of the market and the 


selected in each depends 
number of potential consumers. It is 
the feeling of Polyken management 
salesman cannot 


than 100 


and the distribution pro- 


that an industrial 


handle successfully more 
accounts 
gram is built with that in mind 
The sales training program is in- 
tensive and likewise continuous. One 
of the 


by each distributor of a tape sales 


essentials is the appointment 


promotion manage! who is to have 
the responsibility and authority for 
directing the sales and merchandis- 
ing activities for Polyken in his com- 
pany. He attends a full week school 
which 


groups of sales promotion men and 


at Polyken headquarters, at 


salesmen are given detailed instruc- 
ill phases of Polyken engi- 


The 


tion in 


neering and sales promotion 





MA holesale I pays the expenses ol his 
men at these schools 
The company has a “road show” 


which is put on in the offices of dis- 


tributors for the benefit of all of 


their salesmen, the objective being 
to enable each salesman calling on 
industry to help buyers solve prob- 
lems for which Polyken tapes, of 
which there are more than 125 dif- 
ferent types, supply the solutions. In 
addition factory salesmen are con- 
stantly in the field, working with the 
salesmen of distributors, making 
calls on customers and prospects, 
and in general converting the dis- 
tributors’ representatives from in- 
dustrial supply salesmen to techni- 
cally trained Polyken service engi- 
neers. The results speak for them- 


selves 


Literature . . which supports this 
aggressive Saies training and promo- 
tion program is impressive A book- 
et, “Tape Is a Tool,” which has been 
popular with industrial buyers, is 
also excellent training material for 
salesmen, as it expla ns the methods 
of manufacture of pressure sensitive 
tape, describes competitive products, 
such as paper and plastic-backed 
tapes, and discusses frankly the rel- 
ive merits of each type of tape and 
the applications for which it is most 
1itable, as well as application meth- 
ds 
The Polyker wholesaler sales- 
an’s catalog and sales manual is 
likewise unusual in that it describes 
illy not only the products included 
the line, but also competitive 
kiucts olfered for the same pur- 
poses. Samples of Polyken are in- 
ided. Price comparisons are made 
to show that in most cases cloth- 
backed tape S iess expensive than 
ympetitive materials, because it is 
ften available for reu for one 
thing. (Polyken offers some paper- 
backed and plasti -backed tapes but 

principal line is cloth-backed.) 
enthusiasm of distributors for 
products is eflected in the 
f selected whole- 
subs bir re to the 
agreement 
a stock of 
and ariety, inas- 
ompany believes that 

s should be adapts d to the 

yusiness handled 


Tr} 


The compar deliver » about 


IT. PAYS 


to advertise 


in a publication 


where the audience 


pays to see you... 


McGraw-Hill Publications 
reach the largest paid 
audience of business and 
industrial buyers in the world. 


aye Woo 


’ 
var 


a 1) 
v 4 cine 
a 


Basic circulation principles are 
discussed in a new McGraw- 
Hill booklet, “Intrinsic Values 
of Paid Circulation.” Ask your 
McGraw-Hill man for your 
copy, or write us on your bus- 
iness letterhead. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 
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un average THRE! 

t nd production execu 
tives each subscriber plant wh 
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3,000 large customers by drop ship- 
ment, sales being billed to the dis- 
tributor responsible for the account, 
but most small orders are filled from 
wholesalers’ stock. There is also the 
industrial 


problem of aging, since 


tape, like many other rubber prod- 


ucts, deteriorates gradually, and 


must be stored and handled proper- 


ly while 


and users 


in the hands of distributors 


The Polyken system of discounts 
based on the fact that the company 
served all of its accounts 


latter, 


formerly 
direct, and that some of the 
such as automobile factories, still 
prefer to buy direct, was worked out 
from 


scale, ranging 


on a sliding 
9 
3: 


7% to 35 the largest discounts 
applying to the smallest orders. Thus, 
since it is less profitable to the dis- 
tributor to handle large accounts, 
many of which prefer to deal direct- 
ly with the manufacturer, he is en- 
couraged to develop the full poten- 
tial represented by many small and 
medium-sized accounts, both to at- 
high 


tain volume and to assure a 


average gross protit 
Another interesting feature of the 
distributor arrangement is that while 
ve territories are assigned 
ympany has set up an accounts 
under which it 


reference system 


rks closely with distributors in 
development of spec ific accounts 
ich they have demonstrated abili- 


Thus while 


theoretically in 


o handle effectively 
distributors are 
competition with each other, par- 
larity n their normal local mar- 
actually each selected whole- 
ample opportunity for the 
ment of preferred accounts 
dustrial tape business is 
npetitive both as to con 
types ol products The 
is particularly 


* al d ag- 





Helicopter Executive 


Harvey Gaylord has been elected vice 
president in charge of all helicopter op- 
erations of Bell Aircraft Corp. Buffalo, 
manufacturers of commercial and mili 
tary helicopters as well as research air- 
craft, guided missiles, rocket engines and 
guided bombs. Like most other men who 
are getting ahead in business, Mr. Gaylord 
is a regular Wall Street Journal reader. 
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the progress of Polyken sales. Under The Super-Market In the - of America’s Industrial Future 


the direction of George A. Percy, ad- 


vertising manager of Bauer & Black, / / 
advertising has run in both horizon- F a You want acted: 


tal and vertical business publica- 





tions, with emphasis constantly Note these Figures from Readership Survey Just Released! 
placed on the problem-and-solution 
type of copy as being most likely to QUESTION NO. 3 
interest new users and indicate new "What Types of Articles (in construction publication) 
applications for the product Are Most Helpful to You? 
Inquiries have been increasing 
steadily, as the result of this type of LIST CHOICE IN ORDER — 1, 2, 3, etc.” 
advertising, and they are carefully Were be The Results. 


followed through salesme ork- 
wed up through salesmen wor cnoles 








ing with distributors. Mr. Percy has 


developed a system for determining 1st—Contract Award and Bid Information 30.0% 


the final sales results of these in- 2nd—Equipment and Material Application Stories . 22.5% 
quiries, and the analysis has been 3rd—New Equipment Reports 20.5% 
encouraging. The success of the ad- é m 
vertising is indicated by the fact that 4th—News About People in the Industry 12.0% 
this year the company has doubled 5th—Used Equipment Listing 11.0% 
the appropriation for the promotion 6th—Others 4.0% 
of Polyken, adding Newsweek to the Write us for @ copy of this survey recently released by 
list of business papers employed Research Report Co. of Chicago 
heretofore HE EDITORIAL CONTENT of a successful publication is planned — not 
thrown together! CONSTRUCTION NEWS MONTHLY has always followed 
Dp i ee the above pattern! It has been built on the foundation of service — of bringing 
used for Polyken advertising include ; - 
“ : : to contractors, engineers, architects and construction material people, news of 
Factory Management & Mainte- Bids Wanted, Contract Lettings, ete. - THE LIFEBLOOD OF THE CONSTRUC- 
nance, Electrical World, Electrical TION FIELD! 


Manufacturing, Electrical Construc- The survey proves that we give the construction industry in this huge SIX-STATE 
area what it wants. Its intensive concentrated circulation, its eager readership 
and its record of advertising contracts should be PROOF to you that CONSTRU¢ 
TION NEWS MONTHLY is a “must” that should not be missed! 


OVER 6600 READERS 
Equipment News and New Equip- Send for a copy of publication, complete data, list of regular advertisers, etc. 


"eae ONSTRUCTION 
The agency for Polyken and other 


Bauer & Black product advertising 
et et NEWS MONTHLY 


R. E. Thayer, Simmons-Board- Reporting 
man v. p., dies in auto accident CONSTRUCTION ACTIVITIES 


: in Okichoma, Eastern Missouri, 
®@ NEW YORK Robert E. Thayer, Arkansas, Western Tennessee, 
vice-president and director of Sim- — Mississippi and Louisiana 


Business publications regularly 


tion & Maintenance, Contractors’ 
Electrical Equipment, Corrosion, 
Automotive Industries Aeronautical 


Engineering Review, Industrial 











mons-Boardman Publishing Co., LITTLE -R 
New York, and business manager of OCK, ARKANSAS 
Car Builders Cyclopedia and Loco- 


motive Cyclopedia, died Feb. 25 as 





the result of an automobile accident 

Associated with Simmons-Board- 
man since 1911 when he joined the For Up-to-the-Minute Market and Media Data 
staff as associate editor, Mr. Thayet 
was appointed successively manag- use your 
ing editor of Railway Mechanical 


Engineer and mechanical editor of new 1951 edition of the 


Railway Age. He was elected vice- 


president of the company in 1937, a * A R K t T D A TA ” U BS 8 € R 
5 


director in 1945 


H. G. Selby .. sed INDUSTRIAL MARKETING 














to the 
Pacific Northwest 


Construction Market 
Tix: Pacific North- 


west is bursting with construction 
jobs created by steadily increasing 
industrial development and pop- 
ulauon 

Six days a week, the Daily 


lournal of Commerce furnishes 





vital information to construc 
tion and business men through 
out Oregon, Washington, and 
Idaho. The Daily Journal of 
Commerce is an all business 
newspaper both news- wise 
and reader-wise with more 


than eleven readers per copy 

Consult your advertising 
agency or write for sample / 
copy and rate card. 


Daily Journal of Commerce 


711 SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 


worming 


When you're trying fo 
explain mechanical principles or construction 
feotures P three-dimens mode 
rives home your sales points foster tho 
nd pictures could! 

DE SOTO, DODGE, CHRYSLER EXPORT and 
other avto declers demonstrate the principies 
of the fuid upling with these tror 
plost models Visit your 


deoler see the workmonship anc 


ppe # these three-die 


Id effectively 


17251 Moran Ave 


Detroit 12, Michigan 


Clearing security restrictions 





ial trade publications be- 
ise they reach all segments of in- 
istry quickly. These would be in- 
mative advertisements rather than 
idvertisements to sell more equip- 
x tools. Such advertisements 
be designed to sell the right 
equipment and tools to meet 
rrent rearmament needs 
benefits such advertising 
and they would be 
actical to troops in the 
seamen on shipboard and 
pilots of our fighters and bomb- 
s as to the American taxpayer 
Such exchange of technical infor- 
ation and production methods 
makes sense. The good news is that 
the first time we are being of- 
fered a helping hand by those whom 
are trying to serve the top 
of our armed forces: the Of- 
of Secretary of Defense 
As an example of the full coop- 
eration of this reviewing office, this 
article was submitted to it in manu- 
script form and cleared for publi- 
cation in record time 


The word 


this article means that your material 


“clearance” as used in 
has been examined by the Depart- 
ment of Defense, and that no disclo- 
sure of classified information has 
been found. Therefore, the Depart- 
ment of Defense offers no objection 
to publication 

The Security Review Branch will 
accept photographs, technical data 
and descriptions, drawings, diagrams 
information 


and other production 


which relate to military contracts, 


armament, instruments, or other 


military material and will review 
your request that certain limited op- 

ations contained in this descrip- 
material be cleared for publi- 
ll go to the originat- 
of such projects, and de- 
whether any classified in- 


When practi- 


is granted in whole 


yn is involved 
learance 

n part, the approval will be 

tamped, “No Objection to Publica- 

the date and name of 

ffice. The detailed lay- 

lustrations and text of the com- 

advertisement should be sub- 
nitted for clearance 

cleared, the photo, drawing 


Once 


93 an Vustitution! 
BEDDING 
Buyers’ Guide & 
Composite Catalog 
1951-1952 Edition Going to Press! 


This Annual is used almost daily as 
firms have become dependent on it 
4 reliable book of sources of supply 
(listed alphabetical, geographical 
and product-wise PLUS valuable 
reference technical information PLUS 
composite catalog pages of numerous 
suppliers 


ADVERTISING AGENCIES! 


This book is as much of a “must” 
as SWEETS is to the architectural 
field. If your clients sell the Bedding 
industry, advertise in BBG & Ct 

Forms close May Ist. Reserve space 


NOw. 
ANY QUESTIONS? 


New folder with its 
O&A Page explains 
all. Send for it 
PRONTO. 
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AERQNAUTICAL 
ENGIN@ERING 
REVIEW 


Aviation's 
ONLY 
Engineering & Design 
Publication 
© 10,000 paid readership among 


aeronautical engineers. designers and 
specialists 


© 90% of readership in four top 
aviation markets — Manufacturing 


Government, Research, and Airlines 


@ 84% of current advertisers hove 
used the REVIEW for two or more 
yeors Find out why 


Write today for 
16-Page Aircraft Market Book 


the Aeronautic 











WHO 


boughf this? 


An engineer o state, 
city or county engineer. Local 
governments already own more 
than 360,000 pieces of heavy 
equipment and have 65 billion 
dollars worth of urgent future needs 
to meet in the next ten years! Reach 
all the engineers who do the buy- 
nq for highways and streets 
sewage plants, waterworks and 
airports, in the ome magazine 
that serves them all. 


Panic Worrs 


308 East 45th Street - New York 17, N.Y. 


ENVELOPES 
ALBUMS 
SPECIALTIES 


Specialties from sheet 
acetate — Credit Card 
Holders, Shop Cards, 
Badges, Passes, to 
your order. 


GLENFIELD PLASTICS, INC. 


33 DE WITT STREET 
BEAVER FALLS, NEW YORK 











or text for an advertisement cannot 
be altered in any way. Any changes 
or deletions made by the Security 
Review Branch for security reasons 
are final 

And, just as important, if for any 
reason your request is denied, you 
will know that you have your final 
answel 

Today, for the first time, industry 
has a direct connection with the top 
level of our Army-Navy-Air Force 
where it can go for clearances when 
important improvements in ma- 
chines, methods and results need to 
be publicized for the benefit of other 
suppliers to our armed forces 

Now go back to the fourth para- 
graph of this article and make a 
permanent note of the office to which 
you should write for action on prob- 
lems similar to those described here 
when you might 


You never know 


need such help. 


ABP honors six ads 





Carr Liggett Advertising, Cleveland 

American Steel & Wire Co., Cleve- 
land division five, for advertising 
of operating and maintenance parts 
agency, Batten, Bar- 
Pitts- 


and materials 
ton, Durstine & Osborn, Inc., 
burgh 
Tile Council of America, New York 
division six, for institutional ad- 
vertising and advertising of serv- 
ices . . agency, Fuller & Smith & Ross, 


New Yor k 


E. L. Bruce Co. . . used four colors 
in its award winning campaign. One 
ad reproduced a fully furnished liv- 
ing room to show readers exactly 
how a Bruce block floor looks. But 
excellent color photography, a good 
layout and good typography didn’t 
have to carry the selling job alone. 
Brief, but well written copy han- 
dled its full share of the task. Four 
paragraphs told the 
product’s advantages. Typical copy 
“Installation is simple: laid in 


easy-to-read 


over concrete, or 
subfloor or old 
Bruce 


mastic directly 
nailed over wood 


floor Where 
blocks are used, there’s no sanding 


prefinished 
or finishing on the job.” 


F. H. Woodruff & Sons. . kept ads 


simple, with just the minimum es- 


REFRIGERATING 
ENGINEERING... 


ANOTHER ICE CUBE? 


The refrigerator that makes 
your ice cubes is just one 
of 7,000,000 produced annu 
ally . . . and that’s just part 
of the $3,000,000,000 Original 
Equipment Manufacturing 
retrigeration and air condi 
tioning market so many 
manufacturers sell to 

0 successfully 


profitably. 


Want market data? 


WRITE TODAY! 


Refrigerating 


Engineering 
The American Society of 
Refrigerating 


Engineers 
40 W. 40th St, New York 16, NY. 





Appointed by Budd 


Albert Walton has been appointed gen- 
eral manager of manufacturing of The 
Budd Company, Philadelphia, manufac- 
turers of automobile body components 
and wheels, stainless steel trains and 
trailers, and agricultural implements. He 
is one of 302,833 daily Wall Street Journal 
readers from coast-to-coast. To reach 
men who are stepping up in business, 
advertise in merica’s Only National 


Business Daily. 
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Advertisement 





4s 


RING THE BELL 
FOR APPEARANCE, DURA- 
BILITY, AND DESIGN 


r sa ontations 


‘ 


*Also 100s of other items 


Send for FREE Folder 


Sales Jools, Tue. 


1226 West Madison Street 
\ CHICAGO 7, ILLINOIS 

















If you wish to reach the 
coal trade use 
CHICAGO 
Manhattan Bldg 
NEW YORK 


Whitehall Bldg 


For over 65 years the leading 
uv 


yurnal of the coal industry 














For Futher 
Data See 
Market Oats 


SNIPS MAGAZINE 


S707 W. Lake St., Chicago 44, tlt 





Advertsing, Sales 

and Ed:tonal Use 

 aperernany WHTt fon coomss 
= ne seni 


4 
38 PARK piace NEWARK 2." 


sentials headline, a large illus- 


tration, catalog caption style copy 
and a logo. A representative ad from 
the campaign used a headline 
“Woodruff seed for a better crop of 
peppers,” followed by a picture of 
four peppers which occupied half of 
the page 

Frugally worded copy started: “A 
pepper, with 
fruits of the Ruby King type, 3 to 4 
lobed, 444 to 5 inches long by 3% to 
4 inches. Has a fine crimson-red 


and 45 


very heavy yielding 


medium thick walls 
fruits will fill a bushel 


color 


A good layout artist used white 


Space WIS¢t ly 


Aluminum Co. of America . . used 
double page spreads with three col- 
ors, black, blue and, of course, the 
product color aluminum. Half of 
one ad from the campaign is devoted 
to “doodles” of extruded shapes top- 
ping a brief message, “You can de- 
sign almost any shape in Alcoa alum- 
inum extrusions.” 

The headline suggested, “You 
doodle it We'll do it.” Subhead 
“We'll Alcoa 
Aluminum into your design . . Wring 
and help 


promised, squeeze 
out some of your costs 
you make a better product.” 
Supporting copy carried enough 
“how” and “why” to convince the 
reader. A coupon offer which prob- 
ably pulled well offered (1) a book- 
let showing the design potentials of 
aluminum, and (2) a paper weight 


made as an aluminum extruded 


shape 


Ohio Crankshaft Co. (Tocco) . . 
for years has been producing some 
of the nation’s best industrial adver- 
tising, and well deserves its place 
among this year’s group of winners 
Tocco gets more facts and figures into 
one ad than many advertisers get 
into an entire campaign yet they 
do it without crowding 

One ad from the current series 
stopped the potential customer with 
“Costs cut 94%,” and 


then went on to tell how the saving 


a headlin« 


resulted when heat treatment of a 
corn harvester part (pictured) was 
changed from carburizing to Tocco- 
harde ning 

“Sav- 
$4.770.00 


Look at some of the copy 
ings of 942 cents per piece 
on each 50,000 piece batch, plus an 


hourly production increase from 120 


woodruff seed 


S** popnons 


> F.H.WOODRUFF 


to 300 pieces per hour, plus improved 
quality of the product by virtue of 
the deeper case and stronger core.” 


American Steel & Wire Co. . . 
made its campaign effective with well 
written case histories. Headlines and 
copy are quite readable. For ex- 
“Tiger brand elevator ropes 
travel 134,000 miles in Chicago’s 
Field building . . that’s some travel- 
ing over five times around the 
with 9,000 miles extra for 
good This record was 
achieved by a set of American Tiger 
Brand 8 x 195%” traction steel ropes. 
They were installed on a passenger 
elevator with a rise of 520 feet travel- 
ing an average of 750 to 910 miles a 
month 

“A set of ropes on a New York 
elevator ran up a total of 129,000 
miles .. and many others have pass- 
ed the 100,000 mile mark > 


ample 


world 


measure! 


Tile Council of America. . repre- 
senting eighteen tile producers, had 
the job of increasing the use of tile 
in America’s homes. The Council did 
most of its selling by means of pic- 
tures, and hit the copy light 

One ad used cheese-cake taste- 
fully showing Hollywood’s Jane 
Wyatt in a spic and span tiled kitch- 
en. Staging of the picture was well 
done, with the result that the final 
picture was believable not ultra- 
sexy or over-glamorous 

The two color picture (black and 
green) almost gave the illusion of 


four colors 


Merit award 





For advertising of construction and 
engineering materials: Detroit Steel 
Products Co., Detroit, by Fuller & 
Smith & Ross; Hunter Douglas Corp., 
New York, by Doyle, Dane, Bern- 
bach, Inc.; Koppers Co., by Batten, 
Barton, Durstine & Osborn 

For idvertising oT primar 4 and 
process materials: Metals and Con- 
trols Corp., general plate division, 
Attleboro, Mass., by The Blaine Co.; 
Eli Lilly & Co., Indianapolis, no 
agency; Owens-Corning Fiberglas 
Corp., textile products division, New 
York, by Fuller & Smith & Ross, Inc 

For advertising of fabricating parts 
and materials, containers and pack- 
aging supplies The Geometric 
Stamping Co., Cleveland, by Carr 
Liggett Advertising Ladish Co., 
Cudahy, Wis., by Cramer-Krasselt 
Co.; United States Steel Co., Pitts- 
burgh, by Batten, Barton, Durstine 
& Osborn 

For advertising of machinery and 
equipment: Westinghouse Electric 
Corp., Pittsburgh, by Fuller & Smith 
& Ross; American Steel and Wire 
Co., Pittsburgh, by Batton, Barton, 
Durstine & Osborn; L. C. Smith & 
Corona Typewriters, Syracuse, New 
York, by Cunningham & Walsh, Inc 

For advertising of operating and 
maintenance parts and materials 
Standard Oil Co. (Indiana), Chi- 
cago, by McCann-Erickson, Inc.; M 
B. Skinner Co., South Bend, Ind., by 
Jones & Taylor and Assoc.; Arm- 
strong Cork Co., Lancaster, Pa., by 
Batten, Barton, Durstine & Osborn 

For institutional advertising and 
advertising of services: Southern 
Railway System, Washington, D. C., 
by Cunningham & Walsh, Inc.; E. I 
Du Pont De Nemours &Co., “kinetic” 
chemicals division, Wilmington, Dela- 
ware, by Batten, Barton, Durstine & 
Osborn; Westinghouse Electric Corp., 
Pittsburgh, by Fuller & Smith & 
Ross 

Award winning entries were 
named by a panel of 16 judges drawn 
from the fields of purchasing. pro- 
duction and advertising. Ernest T 
Giles, vice-president, Ketchum, Mac- 
Leod & Grove, and chairman of the 
Pittsburgh Industrial Advertising 
Council’s educational committees 


vas chairman of the group 


Irwin W. Tyson . . { 


Back Up Your Advertising 


Ee ae — 


Where Buying Decisions 
Ave FRMMe gcc cco cc cen 


The best advertising may miss if not backed 
by equally good sales helps—your catalog, for 
instance. When your catalog has the appeal 
that only HEINN can build into its covers, it 
exerts the exfra sales force that means better 
business for you. 

HEINN catalog covers practically invite the 
buyer to look . help you keep catalog infor 


mation current at low cost... serve you bet 








ter and longer in every way. Follow the lead 
of America’s industrial leaders, who insist on 
HEINN covers for regular presentations 





or manuals made 
necessary by Gov 
ernment contracts 
Mail your c atalog or 


other presentation 








and ask for proof 
that HEINN can 


serve you better, too 


THE HEINN COMPANY 
322 WEST FLORIDA STREET 
— ee “MILWAUKEE 4, WISCONSIN 


ORIGINATORS OF THE lLoose-Leaf SYSTEM OF CATALOGING 





president EAC Z Sl, 
} crew eee we eeTe 


Presidents of companies whose advertising messages appear 
consistently in the Iron and Steel Engineer—are well satisfied 
that this No. | publication is read by the important buyers he 
must reach to get his share of this billion dollar annual steel in- 
dustry market. Get the Iron and Steel Engineer facts—for greatest 
return from advertising dollars spent in selling this industry 


Write for N.I1.A.A. Sales Presentation 


x OA) Stool 
—ENGINEER 


1010 Empire Building 
Pittsburgh 22, Pa 





PREFERRED acing 
WITH THE MEN WHO Miche 


INDUSTRIAL ADVERTISING 


“It's aimed right at our daily job” 


INDUSTRIAL MARKETING gets a thorough reading by our Says LEONARD B. RHODES 


advertising and pron otional personne 1 because we feel that 
coming up with new ideas is one of the reasons why we are Manager, Advertising and Sales Promotion 
on the pay roll. Under today’s conditions it’s too easy to lose LYON METAL PRODUCTS. INC. 
sight of main issues and become a paper shuffler. We make no 
claim to reading all of the trade papers that go through the 
department, but in the case of INDUSTRIAL MARKETING 
aimed right at our daily job—we read it personally and 
thoroughly.’ 


@ LEONARD B. RHODES 





“Packed with plenty of useful ideas” 


7 
“I started reading INDUSTRIAL MARKETING 13 years ago, Says L C. BETTIKER 


when actively engaged on industrial accounts. But, even dur- 
ng the more recent years, I have continued my subscription Detroit Manager 


because I find the magazine is packed with plenty of useful BEAUMONT & HOHMAN 


deas adaptable for consumer accounts.’ 





e I. C. BETTIKER 


, a s, Mr. Bettiker left the campus of Western 
Reserve University in 1930 with one te ble ambition—to get a job with 
in advertising agency. While waiting for this job to materialize, he joined the 
ales staff of the old A an Multigraph Co., Minneapolis, as a junior salesman 
efore moving on to Ohio with the Kee Lox Manufacturing Co. In 1937 he 
alized his ambitx with the Bayles-Kerr Co. in Cleveland where he remained 
r two years before becoming associated with Beaumont & Hohman, Inc. as 
account executive on the Greyhound Lines a wt in the agency's Charleston 
ce. | 41 Mr. Bettiker became an a t executive and manager of the 
agency's New York Office. For the last four years, he has managed the B & H 
thee in Detroit and serves as account executive for td Michigan Tourist 
c n Great Lakes Greyhound Lines and the W Washer division of 
Morley Brothers, Michigan distri! 
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“Mirrors the best thinking in the field” 


“TI like to read INDUSTRIAL MARKETING because it keeps — 4 MILO E. SMITH 

me up to date on the latest developments in industrial advertis- eae, 4 

ing. In my opinion, INDUSTRIAL MARKETING truly mirrors Advertising Manager 

the best thinking in the field. Its articles deal with subjects CHICAGO BRIDGE & IRON CO. 
that are common in the business of industrial advertising. Many 

of them are prepared by the leaders in industrial advertising.” 





@ MILO E. SMITH 


Milo E. Smith is appr th year of ntin s service with the Chi 
cago Bridg f o spent in the firm's advertising department where 
he started o ily ) 1as been advertising manager and editor of T/ 

Wat lower sit l nder his direction, the companys advertising ha 
won many awards in nati ompetition. He also has charge of all adver 
tising done by Horton Steel Works, Limite Mr. Smith, son of a country store 
keeper, was born in 1901 at Deertield, la. In 1909, he states, his parents moved 
to a farm in South Dakota, where he attended country school. Graduating from 
Huron High School in 1919, he went on to receive a Bachelor of Arts degree 
from the University of Wisconsin. Mr. Smith has been active in the NIAA for 
more than 25 years. He is married and has his home in Flossmoor, Ill. 


“Its coverage of all phases of sales 
promotion is very helpful” 


? 
“INDUSTRIAL MARKETING is the advertising magazine I Says M. M. DOZIER 
turn to first. The Copy Chasers’ Column is always of paramount é 
interest to me and the Case Histories and readership surveys Senior Partner 
are very worth while. While most magazines in your field limit DOZIER-GRAHAM-EASTMAN 
their articles to advertising subjects, we find your policy of 
covering all phases of sales promotion very helpful. All the 
articles are down to earth and full of meat and contain just 
the type of information and the kind of ideas we need for 
running a successful industrial agency.” 


e M. M. DOZIER 


Mr. Dozier is a specialist in the industrial advertising agency field. It naturally 





follows, then, that his special interests are agency management, advertising 
strategy, marketing, market research and sales psychology. He is active in the 
Los Angeles Chapter of the American Marketing Assn. and the National Federa 
tion of Sales Executives. Mr. Dozier established his agency in 1925 and has 
headed its steady progress from a small one-man operation to a large, completely 
integrated organization of national prominence, specializing particularly in the 
ndustrial field. The more-than-sixty accounts served by Dozier-Graham-Eastman 
represent virtually every phase of industry found in the West. For many year 


the agency has been a member of the AAAA and the NIAA 
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AMERICAN METAL MARKET == 


——— 


i ELI IBLE Latest Metals Prices 
TIMELY News of metats 


1) {Il ) Roundup of Metals Supply 
; and Demand 
More Metals Advertising Than Any 
Other Medium 


OVER 


33,000 


Purchasing and Management 
executives—who directly control 
or influence purchases of metals, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 





Paid Subscriber Copies 
Subscription Rate 
$20. a Year 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Clift Street N 


New York 38, N.Y 








“We think you are 
entitled to know 


that we have found your paper gives us 
better value per dollar spent for adver- 
tising than any of the other five chemi 
eal papers which we use for advertis 
ing” is the unsolicited opi 
MR. D. HH. JACKSON, General Manager 
of CROLL-REYVNOLDS COMPANY, 
INC. He con . “We have alread» 
traced some direct business to neg 
tions which started from adve rirmeing im 
your paper. 

Mr. Jackson's comments are typical 
of the expressed opinion of many execu 


tives who have found that 


CEP SELLS 
THE PROCESS INDUSTRIES! 


PAID 
CIRCULATION 
of 
CEP 
has doubled 


in 
3% years 


120 East 41st Street 
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Today’s problems in Textile Mills 
demand adequate Buying Information 


| this $15,000,000 industry, buying 
of plant equipment and supplies con- 
tinues at an ever-increasing rate. More 
than ever important buying influences 
need accessible product information to 
do their jobs faster and better. 

If your productscan help solve Textile 
Mill plant and production problems, 
your product story. ..in the right place* 

—at the right time... will increase your 
chances of getting the order. 

Pre-file adequate buying information 
on your products in the McGraw-Hill 
TEXTILE CATALOGS, then increase 
the effectiveness of your magazine ad- 
vertising by directing the readers to 
this convenient source of information 
TEXTILE month-after-month. (Over 9,000 active 

: buying influences get TEXTILE CAT- 
ALOGS). Use the same tie-in to in- 
crease the effectiveness of your direct- 
mail. A line of copy “for further 
information, see our catalog in McGraw- 
Hill TEXTILE CATALOGS” will do 


the job or, if you prefer, we can furnish 





- TINUES electros (free, of course). 

cERNG F CON , , 
FUNCTIONAL ENGIN Your McGraw-Hill Catalog Service 
Representative will gladly explain the 
plus features of TEXTILE CATA- 
LOGS to you and your Sales Manager. 

For rates, see STANDARD RATE & 
DATA SERVICE and MARKET 
DATA BOOK. 
*McGraw-Hill TEXTILE CATALOGS 


MINING CATALOGS 


mcGraw-Hill 
Catalog 


Service 
WEST 42ND STR 


TEXTILE CATALOGS 


RICAL CATALOGS 


Formerly BR 
K 18, N.Y: 


ELECT 


EET * NEW YOR 
330 


“SELLERS seeking BUYERS use Advertising 


REVOLUTIONARY SHORT CUTS STIR WORSTED MILLS BUYERS seeking SELLERS use Catalogs” 








How far would a salesman get if 
the prospect wasn’t listening ? 


Advertising, remember, is a salesman. 

For years the only gauge advertisers had of business 
paper readership was circulation. But, as every indus 
trial marketer has come to recognize, number of sub 
scribers does not always tell how many readers a publi 
cation actually has. 

Non-readers only add to the industrial marketer's 
sales cost. So Mill & Factory, which rocked the publish- 
ing world a quarter century ago with its identified 
buyer coverage, tackled the biggest problem of al 
waste circulation through non-readership 

Every person who receives Mill & Factory is asked 
bluntly: 

Do you read Mill & Factory regularly? 

Do you wish to continue receiving it: 
Those who answer “No” to either question, or do not 
answer at all, are dropped from the circulation and their 
places filled with /ive readers of value to industry and 
advertiser. 

This system of Certified Readership, the most dis- 
cussed development in business paper circulation 
methods in years, has had a tremendous impact on 
advertising values 


A prominent industrial advertiser now automatically 





Only MF can guarantee identified buyer coverage 





subtracts ‘4 from the circulation of all other publi- 
cations he considers. 


Independent readership surveys conducted by indus- 





trial marketers among their own customers and pros- 
pects now reveal Mill & Factory to be No. | in its 
field in readers per dollar of advertising cost, 

Is it any wonder Mill & Factory is outpulling publica- 
tions with 35‘+ greater circulation (and correspond- 
ingly higher advertising rates)? If you are not already 
taking advantage of this great advance in magazine 
publishing, write today for the whole, eye-opening 
story of Certified Readership. 

Address Conover-Mast Publications, Inc., 205 E. 42nd 
St., New York 17; 737 No. Michigan Ave., Chicago 11; 
Leader Bldg., Cleveland 14; 54785 Wilshire Blvd., Los 
Angeles 36; 4552 Rheims Place, Dallas 1. 





